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The future of retailing is more dynamic than it has been for many decades. The location 
and organisation of retailing have undergone significant transformations throughout the 
1980s and 1990s. One manifestation of this changing retail landscape has been the 
increasing significance of hitherto un(der)developed sites such as airports, railway 

stations, hospitals and service stations. These transformations in the retailing industry are 
embedded in wider processes of change in the economic, political, cultural and social 
landscape of the UK. This thesis demonstrates that such retail change is not a response to 
any one of these influences in isolation but it is the combination of these influences that 

has produced the particular retail developments witnessed today.

This thesis explores the development of retailing in airports, railway stations, 
hospitals and service stations. It examines the role played by wider processes of change 
(economic, political, cultural and social) in shaping contemporary retail development. 
Consequently, this thesis investigates the development of retailing in such sites from 

several perspectives. It examines the economic and political influences that have led 
landlords and retailers to develop these sites as retail locations. The thesis then 
investigates the social and cultural trends that are shaping the behaviour of consumers, 
exploring the changing consumption patterns which are fuelling retail growth in these 
sites. The thesis thus presents a comprehensive account of the growth of retailing in non- 
traditional locations in the UK, utilising political-economic analysis alongside social and 

cultural explanations of change to explain the changing geography of retailing.
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Geographical Approaches to Retailing

Introduction

The study of retail geography, or geographies of retailing, is neither static nor 

unidirectional and is an area of enquiry that has expanded significantly in recent years. 

This chapter will briefly examine the development of retail geography by outlining three 

m^or 'traditions' of scholarship in this Held. The chapter will then demonstrate how two 

of these traditions have been drawn together recently to produce what has been described 

as 'new' retail geography (Blomley, 1996; Lowe and Wrigley, 1996). These two main 

strands of thought will be examined in greater depth, exploring the development of the 

political, economic and cultural perspectives which form the roots of this 'new' retail 

geography. Throughout the chapter I will demonstrate the ways in which this thesis aims 

to develop both these traditions, and by implication, 'new' retail geography, by exploring 

retail growth in airports, railway stations, hospitals and service stations. The chapter then 

concludes by outlining the arguments of the thesis and the content of each individual 

chapter.

Three Traditions of Retail Geography

Three distinct theoretical and methodological traditions have been developed as 

geographers have sought to explain retail development, each having its own historical 

origins. These retail geographies can be defined by the theoretical foundations upon 

which they are based and can be broadly described as orthodox retail geography; a 

political economic approach (sometimes described as 'new' economic geographies of 
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Geographical Approaches to Retailing

retailing); and a culbiral approach, (again, sometimes described as 'new' cultural 

geographies of retailing).

One approach to the study of retail geography has been described as 'orthodox' 

retail geography and within this tradition, two main strands of thought can be discerned 

(Clarke, 1996). The first is empirically driven and concerned with describing the 

changing spatial structure of retailing (see, for example. Guy, 1980; Jones and Simmons, 

1990; Wrigley, 1988). The second is described by Clarke (1996) as a more mathematical 

approach to retailing, which includes modelling (see, for example, Wilson and Bennett, 

1985; Wrigley, 1988). These strands of research have their origins in the quantitative 

revolution and the spatial science of the 1950s and 1960s and have positivism at their root 

(Clarke, 1996; Cloke et al, 1991; Johnston et al, 1986).

This orthodox retail geography has been critiqued in much the same marmer as 

quantitative geography and spatial science more generally (see, for example, Clarke, 

1996; Cloke et al, 1991; Fine 1995; Gregory, 1978). Clarke (1996) puts forward three 

areas of critique of orthodox retail geography. First he argues that much orthodox retail 

geography is founded on predictive and instrumentalist epistemology. This, it is argued, 

means that the knowledge produced by orthodox retail geography aims to verify a certain 

view of the world and create knowledge based on that view. Such knowledge is therefore 

neither objective nor neutral and can be produced by retail planners in a way that balances 

the benefits of retail development in particular locations (for example job creation) against 

the negative impacts that may be associated with such developments (such as pollution 

and the decline of town centres) (Clarke, 1996). Second, Clarke notes that most of the 

ontological presumptions of orthodox retail geography are linked to the neo-classical 

economic view of the world and as such, rest on an impoverished conception of space. A 

neo-classical conception conceives of space as a politically and economically neutral 

surface which affects retailing only through the function of distance and resultant 

transportation costs. And further to this, Clarke argues that orthodox retail geography is 
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dependent upon the^tion that supply and demand act in a self regulatory manner to 

reach a state of equilibrium, with retailers and consumers both acting in a rational and 

optimising manner when they supply or consume. Such an approach to understanding the 

actions of retailers and consumers tends to concentrate on the individualistic nature of 

supply, consumption and consumer sovereignty without examining their historical 

origins, or the way in which retailers and consumers interact in society (see Johnston et 

al, 1986). Moreover, the notion of ‘rational economic man’ is employed without attention 

to the gendered and cultural assumptions of such understandings, rendering orthodox 

retail geography powerless to elucidate the role played by social structures and social 

relations in shaping retail development in a capitalist economy.

Orthodox retail geography has remained important due to its power in mapping 

retail location. It is currently utilised by retail managers, planners and academics in 

conjunction with geographical information systems to generate models that help 

contribute to better planning within organisations in both public and private sectors 

(Birkin et al, 1996). Such modelling techniques are employed to generate improved 

knowledge of geographical systems and so provide increasingly accurate insights into the 

impacts of potential changes in retailing. In the context of retailing, these models can be 

employed by retailers to monitor markets and market change, define demand, control 

supply and aid in location strategy and decision making (see for example Birkin et al, 

1996; Longley and Clarke, 1995).

At the end of the 1970s and during the 1980s, however, scholars in the Held of 

economic geography began to examine the changing space-economy from a (Marxist) 

political economy perspective. This approach had its roots in the ‘catastrophic de­

industrialisation’ taking place at the time and can, in many ways, be regarded as a critique 

of the orthodox approach outlined above (Cloke et al, 1991; Walker, 1989). The 

philosophy underpinning this approach was a belief that deeper structural factors, such as 

local and national government policies along with the actions of financial institutions. 
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have a determining impact on spatial outcomes. This political economy perspective 

resulted in what has been termed a ‘new’ economic geography which addressed issues of 

uneven development, regional development, labour restructuring, industrial restructuring 

and the more abstract notion of a transition from Fordism to flexible accumulation.

Some commentators have noted that this political economy perspective initially 

did little to enhance an understanding of either the service sector or more particularly, the 

retail sector, instead tending to focus on production (Gertler, 1992; Scott and Storper, 

1986). However, as this tradition of research has developed, geographers have 

increasingly turned their attention to the service sector and the information economy (see, 

for example, Christopherson, 1989; Crang 1990; Urry 1987). It is significant that retail 

geography was initially marginalised and was one of the last areas to feel the impact of 

‘new’ political economy perspectives. The persistence of the orthodox approach (outlined 

above) and the paucity of theoretical interest amongst retail geographers largely account 

for this late development (Clarke, 1996; Ducatel and Blomley, 1990; Lowe and Wrigley 

1996).

The retheorization of retail geography that took place in the early 1990s, utilising 

a political economy perspective, resulted in a shift in the way retail geographers study the 

subject. This productive encounter between retail geography and political economy 

prompted scholars to explore issues such as: retail capital and retail restructuring, retailing 

and the transformation to flexible accumulation, and retailing and regulation (Lowe and 

Wrigley, 1996; see for example Marsden and Wrigley, 1995; 1996). More recently still, 

the influence of cultural studies on political economy is leading to scholarship that is more 

inclusive in approach, examining the cultural construction of economic forms and the 

complex inter-linkages between production and consumption (Barnes, 1996).

Although ‘new’ economic geographies of retailing have managed to address 

questions of retail restructuring and location in a manner that is far more appreciative of 
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the economic context in which such activities are taking place, many authors maintain that 

understanding the processes of capitalism (and retailing which is central to this) 

"...involves much more than a simple mapping of the contours of economic change, 

nanowly conceived" (Jackson, 1993: 207; see also Clarke, 1996; Fine, 1995; Lowe and 

Wrigley, 1996). These economic changes are argued to involve more than the 

determining rationality of the economy and economic forces. Economic changes are 

themselves viewed as being culturally encoded, incorporating a cultural logic as well as 

an economic one (Clarke, 1996; Jackson, 1993; Lowe and Wrigley 1996). The study of 

this 'cultural logic' is therefore not only relevant, but essential to the study of capitalism, 

and particularly, to understanding the development of retailing in modem society. This 

cultural perspective has been incorporated within human geography as part of a recent 

'cultural turn' that came at the end of the hegemony of Marxist political economy in the 

discipline (Jackson and Thrift, 1995). The role of consumption, the consumer and 

notions of culture have thus come to prominence as central elements in the lexicon of 

retail geography during the 1990s. And it is this attention to cultural processes which 

identifies the third m^or tradition of thought in retail geography.

Prior to this 'cultural turn', geographical accounts of consumption and retail 

studies rarely gave due consideration to the consumer in 'producing' places of 

consumption. Jackson and Holbrook (1995: 1914) suggest that geographical accounts of 

consumption spaces have tended to consider the consumer in terms of a passive mass 

society where individuals are "...mere pawns in the hands of the faceless 'hidden 

persuaders'" (see for example Goss, 1993; Shields 1992). Many geographical accounts 

had been preoccupied with finding the economic causes of consumption and cultural 

change and in order to understand the cultural logic of retailing, a new perspective needed 

to be developed (Dowling, 1993). Such a perspective originated outside the discipline of 

geography, in cultural studies, social history and feminist studies. In these diverse bodies 

of scholarship it was recognised that the processes of retailing involved more than the 

simple sale and distribution of goods (Miller, 1987). Rather, the retail process also 
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involved the production of the cultural meanings attached to particular products. By 

taking a geographical approach to these questions, scholars such as Dowling have 

suggested that retail environments should be understood as contexts in which the cultural 

meanings of commodities are produced and negotiated, and consequently, they are sites 

where consumer identities are constructed and negotiated (Dowling, 1993). From this 

perspective it is important to recognise the ways in which retail managers attempt to create 

a 'unique sense of place' that appeals to many groups in modem society and at the same 

time, produces a context for creating identities (Dowling, 1993; Morris, 1988; Mort, 

1988). Attention to place and the creation of a sense of place are therefore important in 

understanding how retailers and landlords in sites such as airports, railway stations, 

hospitals and service stations attempt to reassure the consumers that these are authentic 

sites for consumption. Recent geographical research into consumption has drawn 

attention to this cultural perspective and has broadened the areas of retailing considered. 

This expansion of the cultural perspective is evident in the development of studies 

examining the places in which consumption takes place and the experience associated 

with contemporary consumerism (Blomley, 1996; Domosh, 1996; Jackson and Thrift, 

1995; Lowe and Wrigley, 1996).

Wew' retarZ geography

The cultural turn in human geography extends beyond any examination of the chains, 

spaces, places and nature of consumption in contemporary society. Questions of culture 

are now of interest to many geographers as they seek less economistic explanations for 

phenomena, developing a wider conception of the economy (see Barnes, 1996; Crang, 

1997). This reconstitution has led political and economic geographers to reassess the 

concepts and approaches used so that they can explore the ways in which economic and 

non-economic processes interact. The concept of culture is therefore utilised as a resource 

to re-write and better understand contemporary society and economy (Chaney, 1994). 

This growing cultural sensitivity within political-economic geography has led Massey 

(1997), for example, to explore the ways in which high-technology workplaces are more 
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than the product of economic processes, linking them to the development of cultural 

history and contemporary cultural processes. As such, Massey provides an 

understanding of the economy that is far more complex and detailed than might 

previously have been the case.

Similarly, retail geographers are now beginning to combine economic and cultural 

perspectives in understanding retail change. Lowe and Wrigley (1996) have argued that a 

'new' retail geography is emerging that recognises the mutual constitution of economy 

and culture. This is supported by Jackson (1995: 1875) who believes that this 'new' 

retail geography will enhance the subject by exploring the "...socially constructed nature 

of the consumption process". It is also argued that the 'new' retail geography will help to 

overcome "...a certain insensitivity within the cultural turn in human geography to macro 

regulatory context, to capital imperatives, and to the complex linkages between 

production and consumption" (Lowe and Wrigley, 1996: 43). Thus, the 'new' retail 

geography appears to be able to avoid the arbitrary separation of production and 

consumption identified in much previous geographical scholarship concerned with 

retailing and consumption by examining bo± economic and cultural processes, without 

reducing one to the other (Blomley, 1996; Fine 1995).

Studying new sites of consumption

Geographical approaches to understanding retail geographies have traditionally focused 

on either the production or the consumption aspects of retailing. With the advent of a 

'new' retail geography both aspects have been tentatively drawn together. In this thesis I 

apply the combined approach advocated by proponents of a 'new' retail geography to the 

study of consumption sites which are not traditionally associated with retailing. As such, 

this thesis is founded on the belief that due consideration must be given to political, 

economic and socio-cultural imperatives of retail growth in these sites.

7
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In studying the growth of retailing and consumption in airports, railway stations, 

hospitals and service stations, this thesis will demonstrate the extent to which retail 

growth is dependent on a number of political, economic, social and cultural imperatives. 

Consequently, retailing and consumption are not considered as separate, but rather, as 

intertwined. It is argued that the growth of retailing and consumption in these locations is 

the result of a combination of influences and is not reducible to any singular notion of an 

'economic' or a 'cultural' logic. This thesis therefore represents one study of retail 

growth that attempts to combine both of the main approaches to understanding retail 

geography, uniting that which has been held separate in the past.

Through an examination of the growth of retailing and consumption at various 

sites this thesis allows an engagement with broader geographical debates about retail 

location, retail form, consumption and consumption practices. The thesis explores the 

ways in which the political and economic situation of the 1980s and 1990s generated the 

conditions in which an expansion of retailing became imperative for the landlords^ of 

these traditionally non-retail spaces. In the pages that follow, retail expansion is explored 

in the context of broad societal developments and political and economic influences that 

have led the landlords to expand their retail activities. A political economic rationale will 

be presented to account for retail growth in these locations before the thesis goes on to 

examine how changes in society have led to changing patterns of consumption. This 

section of the thesis will introduce the reader to the consumers of these new sites of 

consumption, and the argument is made that the consumer is a key Ogure in the growth of 

retailing at such locations. New consumer agglomerations are argued to be the result of 

changes in society and it is these developments that are generating the demand for 

retailing at these new locations. Finally, it is argued that consumer practices in these

* Here the term landlords refers to the owners or operators of the new sites of consumption. In the case of 
the airports this includes BAA, Birmingham International Airport and Manchester Airport. For the 
railway stations Railtrack. For the hospitals the NHS Trusts and for the service stations, the oil 
companies that own the sites. These landlords are distinct from the retailers in that they determine the 
overall retail strategy within their sites whilst the day to day retailing is conducted by specialist retailers. 
However, this division of responsibility does not preclude the landlords from also being retailers, as is the 
case at many airports and service stations.
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locations are, in many respects, different to the conventional experiences associated with 

shopping on the high street. As such, these sites are considered to represent locations for 

the development of new forms of retailing. With the growth of experiential consumption 

and leisure-based retailing in Britain, new sites of consumption such as airports, railway 

stations, hospitals and service stations could become the focus of retail growth in the 

years ahead.

In the remainder of this introduction I will explore two of the major ‘traditions’ of retail 

geography in more detail to elucidate the key ideas which this thesis develops.

Political Economy and Retailing: a ^new* economic geography 
of retailing.

The 1970s and 1980s are viewed as a significant moment in the history of capitalism. 

During this period the capitalist system went into crisis, with rising unemployment, 

stagflation and widespread restructuring (Tickell and Peck, 1992). This crisis and the 

resulting restructuring led to a transformation of the pre-existing systems of capitalist 

production and accumulation which have been described as ‘Fordist’. The nature of this 

restructuring is widely debated and scholars have used various approaches in attempting 

to understand and explain the changing economic landscape.

Whilst the merits of the various models and theories produced are widely debated 

(see Martin, 1994 for a critique of the major approaches), the attempts made by 

geographers to understand the nature of the ‘post-Fordist’ era have had a significant 

impact upon geographical understandings of retailing. Throughout the 1980s scholars 

attempted to understand the restructuring of capitalism, the shift in the regime of 

accumulation and its attendant mode of regulation. As retail geography began to take its 

economic geographies seriously, scholars of retailing and retail change thus began to 

utilise many of the prevailing notions about the restructuring of capitalism. This 

productive encounter prompted scholars to explore issues such as the changing corporate
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structures of retailers, the reconfiguration of retailer-supplier relations, changing 

organisational and technological modifications within retail management, changing labour 

practices in the retail industry, the spatial organisation of retail capital, and the regulation 

of retail practice (for a summary of this literature see Lowe and Wrigley, 1996).

By engaging with retailing and retail restructuring in these ways retail geography 

was able to overcome the inability of the more orthodox approach to retail geography 

"...to link the locational imperative [of retailing] to the underlying capitalist dynamic 

acting as its driving force" (Clarke, 1996: 290). In his analysis Clarke (1996) argues that 

the political economic retheorization of retail geography went beyond the 'orthodox' retail 

geographers' notion of space as a neutral receptacle in which retail activities were played 

out with spatial indifference. Rather, the political economy perspective provided a means 

to understand the ways in which the spatial dynamics of retailing are linked to broader 

changes in the capitalist economy (see for example Hallsworth 1991, 1995; Harvey 

1987). From such a perspective, retail restructuring can be related to an underlying capital 

logic, as retail companies are driven to "...deploy their retail capital more efficiently" 

(Clarke, 1996: 291).

This retheorization of retail geography emphasised the role of retail capital in the 

spatial distribution of retailing and scholars highlighted the heightened competitive 

pressures facing corporate retailers. Such an approach drew upon elements of the 

industrial restructuring literature developed by authors such as Massey and Meagan 

(1982). As Clarke (1996) suggests, these studies of retail restructuring sought to 

recognise sectoral sensitivities whilst using the notion that restructuring was "...a process 

of deliberate or planned structural reconfiguration in response to changing market 

conditions" (Clarke, 1993, 5).
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Retailing awff ^Ae /ZexiAiff^y ^e^a^g

In their attempts to understand the geography of economic change and the transition from 

the rigidities of the Fordist regime to a post-Fordist era of 'flexible accumulation', human 

geographers have focused on the nature of flexibility (Gertler, 1992). Harvey (1989) 

argues that a regime of flexible accumulation confronts the rigidities of Fordism resulting 

in the increasingly rapid development of commercial, organisational and technological 

innovation in many sectors. Despite the comprehensive and inclusive nature of Harvey's 

consideration of flexibility, the focus of concern with flexibility in human geography was 

biased in sectoral terms (Gertler, 1992). Gertler argues that the flexibility debate focused 

on the transformation of manufacturing and production in successful regions (see for 

example Lovering, 1990; Schoenberger, 1988; Scott and Storper, 1986), while 

neglecting the "...many parallel and related (perhaps even enabling) changes occurring 

throughout the service sectors" (Gertler, 1992: 269).

One reason for this neglect was that retailing and services were not considered as 

central to industrial restructuring and it is only more recently that the flexibility debate has 

been applied to services and retailing (see for example Crang, 1990; Christopherson, 

1989; Murray, 1989; Pinch et al, 1991). Gradually, scholars have come to regard the 

service sector (including retailing) as central to the flexibility debate (see Christopherson, 

1996; Lowe and Wrigley, 1996; Murray, 1989) and it can be argued that technological 

and organisational innovation in retailing have been at the heart of a shift towards a 

system of flexible accumulation.

Drawing on the examination of the role of Just In Time delivery (JTT), Electronic 

Data Interchange (EDI) and Electronic Point of Sale (EPoS) (areas initially examined by 

Sayer and Walker (1992) with respect to manufacturing) in the retail industry, Lowe and 

Wrigley (1996) argue that retailers are using such technology to re-configure the spatial 

organisation and flexibility of the retail sector. Such technological innovation by retailers 
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has implications forretailer-supplier relations, with several authors noting a shift in the 

balance of power, usually away from the suppliers towards larger retailers (see Bowlby 

et al, 1992; Doel, 1996; Foord et al, 1996; Gardner and Sheppard, 1989; Hughes, 1996). 

For individual companies and stores, the main benefits of these technological innovations 

are reductions in supply times, smaller warehousing facilities and increased flexibility 

over the product configuration or product mix that can be offered to the consumer 

(Schoenberger, 1988). Such technological changes thus allow a greater degree of 

flexibility in site size and location and consequently, the incorporation of 'flexible' 

technologies by retailers can allow retailers to establish themselves in locations which 

were previously considered logistically and physically challenging. This thesis will 

explore the use of such innovative technologies in sites such as airports, railway stations, 

hospitals and service stations to ascertain whether technological innovations are a m^or 

influence upon retailers' spatial location strategies. As such, this thesis will attempt to 

determine if these 'flexible' technologies are a necessary precondition to retail 

development in airports, railway stations, hospitals and service stations.

As with the other broadly political-economic aspects of retail growth at sites such 

as airports, the notion of flexible accumulation and the flexibility thesis cannot be 

restricted to the retailers at the sites in question. The attitudes of the landlords of these 

sites (who include the airport operators, the railway operators, the oil companies and the 

hospital Trusts) must also be examined in the light of such notions of flexibility. As such, 

the thesis will examine the ways in which these landlords have diversified their activities 

in response to the political and economic conditions and the competitive pressures in 

which they operate (Cooke, 1988; Sabel, 1989). Harvey (1989), notes that the pursuit of 

custom markets or niche markets by increasingly responsive and informed companies has 

not necessarily led to the decline of large corporations such as the oil companies and 

airport operators as new small and more responsive companies fill the niches. In fact 

Harvey (1989: 158) argues that "at one end of the business scale, flexible accumulation 

has been conducive to massive mergers and corporate diversifications” and as a result, 
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many workers are nOw employed in activities that are not recognised as the primary 

activity of that company. This is illustrated by the fact that of all the employees working 

in the Fortune 500 companies in America, the mzyority are now employed in activities not 

associated with the core activities of those companies (Harvey, 1989). This thesis 

examines how the landlords of the new retail sites have diversified their activities as part 

of the process of flexible accumulation, extending their core competencies (and identities) 

to include retailing. The thesis examines how the diversification strategies of the 

landlords can be understood as a response to the economic pressures of competition and 

the political processes of privatisation and increased commercialisation. Such 

diversification will also be examined in the light of changing management attitudes and 

the drive to make ever greater profits for their shareholders. As such, the growth of 

retailing in these sites will be considered as emblematic of the development of a regime of 

flexible accumulation in the UK.

Retailing and regulation

A second mtyor approach taken within the political economy perspective has been the use 

of a regulation approach. Regulation theory places a critical emphasis on linking the 

system of accumulation to the 'mode of social regulation' (by linking the complex of 

production, distribution and consumption systems with state forms, social norms, 

political practices and institutional networks). Within this theory, systems of 

accumulation and social modes of regulation that are stable are understood to form the 

basis for 'regimes of accumulation' (see Tickell and Peck, 1995). The focus of regulation 

theory is the institutional forms and practices that guide and stabihse the accumulation 

process and which temporarily prevent crises. Thus the central tenet of regulation theory 

is the importance of social regulation in shaping the regime of accumulation. 

Regulationists suggest that to understand capitalist reproduction it is necessary to 

understand the wider social and institutional context in which accumulation occurs 

(Jessop, 1992). In this thesis I present the argument that changes in the regulatory 
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regimes governing the core activities of the landlords provide an explanation of why the 

landlords have diversified their activities to include retailing at their sites. It is argued that 

changes have resulted from the processes of privatisation, producing an environment in 

which diversification is both desirable and possible.

The new economic geography of retailing provides a broader understanding of the 

influences of regulation, de-regulation and re-regulation on the retail landscape. By 

conceptualising the role of the regulatory state in changing the organisation and location 

of retailing and consumption, scholars studying regulation have provided a better 

understanding of the retail landscape. This view is supported by Gertler (1992)^ who 

argues that the role of the nation state as an agent in economic change should not be 

underestimated:

...nation-states have produced (and continue to produce) rather distinct 
national systems of innovation which create particular possibilities for 
economic change while precluding others (op. c/f., 270).

An understanding of the significance of regulation in retail geography is apparent in 

recent research into the relationships between the state, markets, corporate strategies and 

spatial outcomes (Christopherson 1993; Hughes, 1996; Wrigley, 1995). It is argued that 

a relationship exists between nationally based rules governing investment by firms and 

the economic behaviour witnessed. Such rules are perceived as constituting environments 

for capital accumulation which result in "different patterns of economic behaviour within 

and across national boundaries" (Christopherson, 1993: 274) states. National regulatory 

frameworks can therefore be considered as defining the environments in which economic 

activities and their locational outcomes (for example retail change) must be considered. 

However, Christopherson (1993) argues that the state is not the sole source of regulation 

and that our definitions must be widened to include lower level regulatory processes, 

such as local economic development policies and also the regulatory bodies set up

2 It must be noted that Gertler’s work was not examining the retail sector, however, the main tenets of 
his argument are transferable to this sector.
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following the privadsation of the gas, telecommunications, water, electricity, air and rail 

industries (for further discussion of regulatory bodies other than the state, see Marsden 

and Wrigley, 1995, 1996).

The importance of differences in the regulatory framework is demonstrated in a 

UK-USA comparative analysis of the food retailing industry (see Wrigley, 1992,1995; 

Lowe and Wrigley, 1996). It is argued that the differences in the regulatory environment 

of these two countries "... account for the major disparities...which emerged between 

British and US food retailing" (Lowe and Wrigley, 1996: 18). The disparities witnessed 

include levels of profitability and the geographical structure of the retail industries in 

question and conclusions are drawn demonstrating that retail change is directly influenced 

by the regulatory frameworks that exist in different forms in different locations.

It can be argued that the mode of social regulation is an important conceptual tool 

with which to analyse retail change and the development of retailing in new sites such as 

airports, railway stations, hospitals and service stations. In this thesis the importance of 

the forces of regulation will be considered with respect to how they shape and reshape 

corporate strategies and ultimately, the geographical and historical particularities of retail 

change and development in such locations. In contrast to much previous retail geography 

literature concerned with regulation, it is argued that the regulation, de-regulation and re- 

regulation of the core businesses has had the most marked impact on retail development 

in these locations. By examining the changing regulatory framework within which the 

landlords and their core activities are situated, it is argued that an understanding of the 

forces creating the environment for retail development in their sites can be demonstrated. 

However, regulation of the core activity is not the sole factor involved and the thesis will 

examine the wider regulatory framework that has created the conditions for retail growth 

in sites such as airports, railway stations, hospitals and service stations. As such, the 

thesis will examine how privatisation, planning and policy guidance measures and trading 

laws have created the particular environments in which retailing has developed.

15



Geographical Approaches to Retailing

In this section I have summarised political economic approaches to understanding 

retail growth in sites such as airports, railway stations, hospitals and service stations. 

This political economic logic will be examined in order to understand, in more detail, the 

importance of such influences on the specific sites studied here. However, whilst such 

work provides an understanding of retail growth at these sites, it provides little or no 

explanation of changes in consumption patterns and practices, nor of the socio-cultural 

imperatives that are also key factors in the growth of retailing. The aim of the next section 

is to examine some of the geographical approaches that have considered the 'cultural 

logic' and the role of consumption in stimulating the growth of retailing in new locations. 

This 'cultural logic' will be considered by examining geographical perspectives on 

consumption. These bodies of work will be examined in a way that suggests that new 

consumer groups (themselves the result of socio-cultural changes) are generating new 

demands for retailing not only in terms of products but also in terms of the spatial and 

temporal provision of retailing.

The cultural perspective: cultural geographies of consumption.

During the 1980s and 1990s scholars in cultural studies have increasingly addressed 

issues of consumption. However, in retail geography, particularly in earlier studies, 

research concerned with consumption was remarkably neglected. During this early period 

scholars concerned with retailing focused primarily on the productive sphere of the retail 

sector, with consumption considered as a secondary process (see for example Wrigley, 

1988). During the late 1980s and 1990s, however, this prioritisation of production was 

critiqued and argued to be too narrowly focused, neglecting the links between production 

and consumption (see for example Miller, 1987; Jackson, 1993). Such scholars began to 

give more consideration to consumption and argued that it is impossible to account for the 

development of retailing without considering the changing nature of consumption at the 

same time (Miller, 1987).
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This idea is by no means new, as interconnections between production and 

consumption were highlighted as early as 1857/8 when Marx, writing the Grundrisse, 

argued that production, distribution and consumption are fundamentally linked:

Production leads to consumption, for which it provides the material; 
consumption without production would have no object. But consumption 
also leads to production by providing for its products the subject for whom 
they are products. The product only attains its final consummation in 
consumption (1973: 196).

Thus Marx maintained that there are complex and necessary relations between production 

and consumption. He highlighted the necessity of consumption for production by arguing 

that "...a product becomes a real product only through consumption" and that 

"...consumption creates the need for new production, and therefore provides the 

conceptual, intrinsically actuating reason for production, which is a pre-condition for 

production." Marx argued that production is not subordinate to consumption but 

necessarily connected because "consumption without an object is not consumption..." 

(op. cif., 197). Thus production provides the objects for consumption and also the 

particular 'mode of consumption' through the object consumed. Marx illustrates this 

connection between production and consumption by arguing that a railway without any 

travellers (consumers) is potentially, but not actually, a railway. In the same vein, a retail 

development at an airport is only a shopping place because of the consumers using it. 

Therefore, an understanding of consumers and consumption practices is central to this 

thesis and the attempts made herein to understand the growth and success of retailing in 

sites such as airports, railway stations, hospitals and service stations. By examining 

consumers and consumption practices in conjunction with the economic imperatives of 

retail development, this thesis will avoid a polarised approach, refusing to focus 

exclusively upon either retail provision or consumption.
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GeograpAfgs g/ ton{;Mw/)fion

The incorporation of consumption and the notion of a 'retail culture' has held a 

prominent position within much recent geographical debate concerned with retailing. In 

the past, social and cultural geographers concentrated on areas of collective consumption 

such as education and public housing, whilst acts of everyday consumption such as 

shopping were left relatively neglected (Jackson and Thrift, 1995). This neglect has 

begun to be reversed in recent times as geography has undergone a 'cultural turn' in 

which "[t]oday, an understanding of the processes of consumption is central to debates 

about the relationship between society and space" (Jackson and Thrift, 1995: 204). The 

result of this 'cultural turn' within human geography has been to create a retail geography 

in which attention to the 'cultural logic' of retailing has been expanded, thus diluting the 

former emphasis on the processes of production (Lowe and Wrigley, 1996).

This body of scholarship, exploring geographies of consumption, has expanded 

rapidly, moving far beyond its origins in cultural and feminist theory. Today, cultural 

geographies of consumption includes work on the changing sites of consumption, the 

spaces and places of consumption, and the consumption experience, or consumption as 

practice (Jackson and Thrift, 1995; Lowe and Wrigley, 1996). Within geography, 

research into issues of consumption has traditionally tended to focus on 'cathedrals of 

consumption', such as department stores and shopping malls, with scholars seemingly 

drawn to the West Edmonton Mall in particular 'like moths to a flame' (Jackson and 

Thrift, 1995; see for example Shields, 1989; Hopkins, 1990; Canadian Geographer, 

35,3, 1991). The department store is considered to be particularly significant when 

considering the development and history of retailing and the gendered and class based 

nature of this process (Glennie and Thrift, 1996). Indeed, it is considered by some 

scholars to represent the quintessential site of consumption in the late 19th and 20th 

centuries, and it is argued to be the most visible form of consumer culture during this 

period (Domosh, 1996). In many ways, the mall is considered to be the contemporary 
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equivalent of the department store in terms of its significance in the retail landscape and 

indeed, mall design usually incorporates a department store as a central component.

However, by concentrating on formalised sites of consumption, and particular 

examples of these, studies of consumption are limited in their ability to explain the 

diversity of retail culture, tending to examine only formalised consumption practices, 

particularly those popular amongst the middle class and those dominated by 'big* retail 

capital (Jackson and Thrift, 1995; Gregson and Crewe 1994; Gregson, Crewe and 

Longstaff, 1997). Examples of research that goes beyond the mall and the department 

store only serve to highlight these limitations. In studying the phenomenon of car boot 

fairs/sales, for example, Gregson and Crewe (1994) have demonstrated that a vast array 

of 'other' sites of consumption and consumer cultures also exist although they have 

received scant attention from geographers (see also Jackson, 1993). Concentrating on 

particular sites of consumption fails to acknowledge the diversity of consumption 

practices and consequently, the diversity of consumers and consumer cultures, with the 

possibility that changes occurring in consumption patterns may be overlooked.

It has been argued that studies exploring geographies of consumption should 

therefore attempt to broaden the range of sites of consumption studied and avoid 

concentrating on single locations (Jackson, 1993: Jackson and Thrift, 1995). By 

increasing the variety of sites studied, the diverse geographies of consumption and 

consumers can be highlighted. In examining sites of consumption at airports, railways 

stations, hospitals and service stations this thesis explores some of the cultural 

geographies of consumption that have previously been neglected. The thesis examines the 

similarities and differences of consumers and consumption practices in and between these 

sites and will consequently illustrate the dynamism of consumer cultures in these 

locations. By examining examples of each type of site, this thesis presents an 

examination of cultural geographies of consumption that avoids the tyranny of the single 

site.
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,%yacef aw^f pfac^s «/-confMmp^zoM

For some time now studies of consumption have considered the spaces and places of 

consumption as more than passive backdrops to the consumption process. Rather, retail 

spaces are seen as being actively produced, represented and contested (Blomley, 1996). 

In research into the creation of retail spaces and places, two main themes arise. First, that 

the geography of the sites is created in a way that facilitates consumption and second, that 

the spaces are important in terms of their impact upon identity formation and resistance 

(Dowling, 1993; Ducatel and Blomley, 1990; Mort, 1988).

Research into the design of malls has highlighted the ways in which designers of 

these sites exploit the power of place to facilitate consumption (Goss, 1993; Shields 

1992). Spatial strategies are devised to increase the dwell time of shoppers and so 

increase consumer spending. However, spatial strategies designed to manipulate the 

consumers and generate maximum exposure to the retail environment are not the only 

processes involved in creating retail environments. Rather, it is argued that the creation of 

a 'sense of place' in these sites is vital in generating the cultural environment in which 

consumers feel comfortable and to which they will return (Dowling, 1993; Goss, 1993; 

Morris, 1988). Although Goss (1993) takes an instrumentalist stance by focusing upon 

the way in which space can be created to induce consumption, he echoes Morris (1988) 

in calling for an understanding of how the design and creation of a sense of place is read, 

understood and acted upon by the consumer. In this respect he highlights two of the 

fundamental aims of this thesis. First, the need to understand how a sense of place is 

created and second, the need to understand how people respond to these created 

environments.

In this thesis, the notion of creating a sense of place in particular sites is even 

more critical than in a mall or a department store. Airports, railway stations, hospitals and 

service stations traditionally have core functions far removed from retailing and 

20



Geographical Approaches to Retailing

consumption.The given identityofthese places would therefore appear to bear little 

relation to retailing and consumption and in this context, the thesis highlights the ways in 

which these sites have been crafted as shopping places, to be interpreted and acted upon 

by consumers. The thesis examines how the 'magic of the mall' (see Goss, 1993) is 

employed in airports, railway stations, hospitals and service stations to create not simply 

a sense of place that induces consumption, but a sense of place that convinces and 

reassures travellers, workers, patients and motorists that such locations are legitimate 

sites of consumption.

To answer the question of how airports, railway stations, hospitals and service 

stations create the sense that they are legitimate places of consumption, this thesis 

examines the role of brands. Research conducted for this thesis examines the ways in 

which the signs and symbols of the brand have intrinsic qualities that are recognised by 

consumers. By examining the role of brands and their signs in creating a sense of 

shopping place, and by focusing upon the ways in which people respond to these, the 

thesis illuminates how the creation of a sense of place is dependent not only on the 

landlords of the sites employing the signs and symbols of the brands, but also upon the 

consumer reading, interpreting and acting upon the signs in a way that fixes those places 

as legitimate places of consumption. That is, returning to Marx, the very act of 

consuming in these sites consummates them as legitimate places of consumption.

Consumers an^f consumpr/on as practice

Whilst scholars in the field of cultural studies have acknowledged the importance of 

space, place and location in understanding society, geographical studies have traditionally 

been limited in their understanding of the consumer (Jackson and Holbrook, 1995). Little 

has been said about the ways in which retail environments are experienced by consumers, 

with the consumer usually being cast as a 'hapless dupe' in a mass society controlled by 

the 'hidden persuaders' of marketing and advertising (Jackson 1995; 1993; Jackson and 

Holbrook, 1995).
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Where the role of the consumer has been acknowledged in the past it has often 

been only to add context to the seemingly more important changes that were taking place 

in the productive sphere. For example, in an examination of the changing retailer-supplier 

relations by Bowlby, Foord and Tillsley (1992), the role of the consumer is apparently 

essential, as the paper discusses the implication of changing consumption patterns on 

retailer-supplier links. However, other than to acknowledge that consumer practices are 

becoming increasingly diverse, which in turn alters demand, there is no sustained 

engagement with the actual consumers. It is to counter this neglect of consumers that 

Jackson has repeatedly called for a direct engagement with the consumer ‘on the ground’ 

and argued that it is important to study the active role of consumers in the consumption 

process (Jackson, 1993, 1995; Jackson and Holbrook, 1995).

However, the figure of the consumer is not totally absent from academic research. 

Indeed the reorganisation of retailing is viewed by some scholars to have been stimulated 

by changing patterns of consumption (see for example Gardner and Sheppard, 1989). 

The causes of changes in consumption patterns therefore appears to represent a fertile 

ground for exploration, but to date, retail geographers have not linked the productive and 

consumptive spheres as much as they might. In this thesis, changing patterns of 

consumption are argued to have been the result of the fragmentation and pluralism of 

consumer groups, the weakening of older collective solidarities and block identities, 

where the identity of the mass of the population was closely bound to the larger systems 

of production over which individuals had little control (Gorz, 1982; Miller, 1995). These 

collective identities of the past are seen to be replaced by new identities associated with 

new information technologies, more flexible, decentralised forms of labour process and 

work organisation, greater choice and product differentiation, and ultimately, the 

maximisation of individual choice through consumption (Gardner and Sheppard, 1989; 

Miller, 1995).
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In order to i/nderstand the geography of consumption, an engagement with the 

consumers ‘on the ground’ leads to a recognition that consumers must be considered at a 

smaller scale than the traditional categories of class, ethnicity and gender (Miller 1995). 

The recognition of this disaggregation of consumers leads geographers to recognise that 

new consumer agglomerations and consumption practices are emerging in response to 

changing social and cultural practices. However, the most significant aspect of this 

disaggregation for geographers, and for this thesis, is that new consumer agglomerations 

and practices are generating demands for new sites of consumption. The increasingly 

diverse range of consumers and consumer practices are argued to be inextricably linked 

to, and facilitated by, a similar disaggregation of the sites of consumption. Thus, the 

development of the new consumer practices and new sites of consumption can be 

considered as symbiotic developments.

By studying consumers 'on the ground’, this thesis will illustrate that new and 

varied consumption practices defy a reduction of the consumer and consumer activities to 

a single undifferentiated mass. It is argued that an examination of consumers and their 

consumption activities will highlight shifts in social and cultural behaviour at a broader 

level. Consequently, by taking up Jackson's challenge to engage with the consumer, this 

thesis will demonstrate that new consumer agglomerations are the result of broader shifts 

in society and culture and that, in turn, these shifts play a key role in the growth and 

success of retailing in new sites such as airports, railways, hospitals and service stations.

The previous section has explored cultural perspectives in retail geography and 

has briefly considered the history of research into geogrzq)hies of consumption. The 

research in this thesis suggests that the foundational ideas of this cultural perspective are 

significant in understanding retail change and retail development in sites such as airports, 

railways stations, hospitals and service stations. By examining consumption patterns and 

practices, socio-cultural imperatives are considered in tandem with the political economic 

imperatives of retailing as key factors in the growth of retailing in sites such as airports. 

23



Geographical Approaches to Retailing

railways, hospitals ind service stations. The ways in which these two approaches are 

brought together in this thesis is the subject of the final section of this introductory 

chapter.

The arguments of the thesis

As this introduction has demonstrated, the study of retail geography has developed in a 

manner that has led to an emerging consensus that a retail geography worthy of its name 

should have economic and cultural concerns at its heart (Blomley, 1996). More generally, 

following the 'cultural turn', geographers appear far more willing to transcend the 

boundaries between the economic and the cultural. By drawing together these 

superficially separate areas, geographers have been able to explore the cultural 

constructions of economic forms (Barnes, 1996; Wills and Lee, 1997 see also Thrift and 

Olds, 1996; Martin, 1994).

Whilst the rapprochement between 'economic' and 'cultural' approaches in 

human geography continues to generate theoretically enriched research (Barnes, 1996), 

Jackson (1995) contends that when studying retailing and consumption there still remains 

little evidence of scholarship that successfully combines the two sets of issues in practice. 

Rather than attempting to study aspects of production and consumption as being elements 

of a single complex and necessary relationship, geographers have tended to examine 

either the productive sphere, or the consumptive sphere. The consequence of scholars 

concentrating on either production or consumption is that despite the recognition that it is 

"...artificial to draw out separate economic and cultural geographies of retailing..." 

(Lowe and Wrigley, 1996,4), there remains an economic or cultural bias to most studies 

of retailing and consumption.

Whilst the blurring of the boundaries between economic and cultural approaches 

is considered to be a beneficial and necessary development within retail geography it has 
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not, to date, succeeded in drawing together questions of production and consumption in 

research. There are very few, examples of research that successfully examines the 

mutually constitutive components of consumption and production in a single study of 

retail change/development. This thesis will attempt this task by considering retailing and 

consumption as two elements of a single relationship, examining both the political 

economic imperatives for retail expansion in airports, railway stations, hospitals and 

service stations alongside the socio-cultural imperatives driving consumption in these 

sites, focusing upon the ways in which these processes are necessary and mutually 

constitutive. Following this introduction to outline the m^or traditions of thought in retail 

geography, the key political, economic, social and cultural developments that have led to 

retail growth in the new sites are explored together with new empirical data, in each of the 

remaining chapters.

Chapter 2 provides a brief examination of the sites studied and the methods and 

techniques utilised in this thesis. Chapters 3 and 4 examine the political and economic 

imperatives driving landlords and retailers to develop retailing at sites not traditionally 

associated with retailing. These chapters place the thesis within the context of wider 

changes taking place in the political and economic landscape of the UK. Through an 

examination of these changes and the ways in which these impact upon the landlords and 

retailers, it is argued that the political-economic environment generates the conditions in 

which these companies have been prompted to seek alternative profit centres. The 

alternative profit centres developed by the landlords are shown to be varied and include 

areas not traditionally associated with the core business of the landlords, most notably 

retail development.

Chapter 5 focuses on the role of the consumer in the retail landscape. This chapter 

examines wider social and cultural changes taking place in the UK, such as new patterns 

of work, leisure and consumption, and the ways in which these developments have 

generated new consumer groups with new retail demands, both in space and time. As 
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such, this chapter prtsent&die consumer as a central figure in the changing retail 

landscape. It is argued that new consumer groups are emerging and that the landlords and 

retailers of new non-traditional sites are perfectly placed to meet their demands.

In Chapter 61 explore the consumers and their experiences of consumption in 

these new places. I unpack the ways in which the consumption process at these sites is 

different from traditional sites of consumption, such as the high street. Chapter 6 also 

examines the role of anxiety, time and geography in the consumption experience and 

focuses on the ways in which these factors make these sites both advantageous and 

difficult locations for retailing. The chapter goes on to explore how the need for the 

landlords to diversify into retailing has been turned into a profitable reality. The material 

presented in this chapter thus focuses upon the ways in which the landlords and retailers 

have, in combination, created a ‘sense of place’ that legitimates these sites as places for 

consumption.

In Chapter 7,1 conclude the thesis by re-examining the relationships between 

retailing and consumption. I make the case for an eclectic approach to understanding the 

subject of retail change. Drawing upon the empirical evidence collected from landlords, 

retailers and consumers I restate the importance of considering them all as key 

components in the emerging retail landscape. Consequently, the thesis concludes by 

restating the argument presented in the introduction; that producers and consumers of the 

retail landscape should not be considered as separate and unrelated, but rather, they all 

play a crucial role in the growth of retailing in places such as airports, railway stations, 

hospitals and service stations.
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Introduction

This chapter outlines the methods and techniques used to explore why retailing has 

developed at airports, railway stations, hospitals and service stations. Landlords, retailers 

and consumers comprise the three m^or 'subjects' at the heart of this research, and the 

methods chosen have been appropriate to each group. The corporate interview was used 

to research the views of landlords and retailers, while more ethnographic techniques were 

appropriate to unpack the views of consumers. The chapter thus examines these methods 

in turn.

Using corporate interviews to research Landlords and 
Retailers

In this research the landlords (such as the airport operators) and the retailers are 

considered to represent a similar type of subject, They are both corporate institutions and 

as such, they were researched using the same set of methods and techniques. However, 

as a group of corporate institutions, the landlords and retailers are internally diverse, the 

landlords and retailers differing from each other and varying between the sites studied 

(airports, railway stations, hospitals and service stations). For this reason, a quantitative 

survey (such as a postal questionnaire) was thought to pose too many design and analysis 

problems, while it would also mask the complexity of the issues shaping the growth of 

retailing in these non-traditional locations. Without prior knowledge of the issues 

concerned, the corporate interview was chosen as a means to unpack the development of 

retailing, whilst also reflecting the diversity of the agents and sites involved in this 

process.

27



Methods

Semi-structdred interviews conducted with the landlords and retailers were found 

to be a valuable method for exploring the social, institutional and historical processes 

behind the development of retailing in new locations. 'Open-ended' interviews give me 

the ability to understand observed behaviour, rather than merely documenting it 

(Schoenberger, 1991). And furthermore, the open-ended interview is a particularly useful 

tool in research where, by its very nature, the project should evolve as evidence and data 

are unearthed, rather than being rigidly fixed by a set of predetermined questions, that 

presume the researcher is aware of the key questions before the research begins (Jones, 

1991). As such, interviews represent a method that is considered valuable for its ability to 

generate a hypothesis (Schoenberger, 1991).

Interviews offer m^or research benefits as they document the testimony of the 

key participants acting in the arena being researched. These participants are often best 

placed to describe and expose the complex nature of the subject being examined. 

Interviews are therefore able to "probe deeply to uncover new clues, to open up new 

dimensions to problems and secure vivid, accurate, inclusive accounts from informants 

based on their personal experience" (Burgess, 1982). Yet this strength is also a potential 

weakness, as the testimony provided by any individual can be shaped by the context and 

power relations of the research encounter. Power relations mediate the act of 

communicating, the written act of interpretation and the relationship between interviewer 

and interviewee.

When using qualitative interviews as a research technique the researcher must be 

aware that the oral testament of interviewees is not necessarily faithful to the actions or 

processes being retold. In the same way, the researcher as writer must be aware that the 

act of writing involves a process of reinterpretation. The researcher must, therefore, 

acknowledge that the interview does not represent an infallible technique and that 

ambiguity is inherent in both the oral and written accounts. Much of this ambiguity 

derives from the notion that whilst speaker and writer talk and write of the past, or even 
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the future, these oral and written testaments are situated in a particular present. These 

testaments therefore reflect the social, political, economic and cultural situation in which 

they were spoken or written and not necessarily the context in which the actions took 

place (Samuel, 1994, Wills, 1995).

The power relations between any interviewer and interviewee can also shape the 

research encounter. Indeed, this process can begin before the interview has even begun 

as many organisations and individuals may be unwilling to participate in research unless 

it suits their requirements (Bryman, 1989: Ostrander, 1993; Thomas 1993). Moreover, 

even when an interview has been arranged, the social relations between the interviewer 

and interviewee are argued to shape the dialogue that takes place and therefore the 

information that can be received. These exchanges are often mediated by relations of 

gender, race and status, reflecting power relations beyond the interview situation 

(Schoenberger, 1991, 1992; McDowell, 1992; Herod, 1993). In this research, I have 

interviewed business executives and my inferior status will have shaped these exchanges 

(Ostrander, 1993). In corporate interviews, it is likely that the interviewee can assert 

considerable control over the interview situation and therefore the data gained from it. 

This was certainly the case in two of the interviews undertaken in which my inferior 

position as a student resulted in the premature termination of the meeting in order to 

accommodate more important people. However, in terms of information it is difhcult to 

discern the extent to which my position resulted in interviewees withholding information. 

It is certainly the case that in the m^ority of encounters, the interviewee appeared 

interested in the topics discussed, and this resulted in several 'extended' interviews, 

postponing presumably less important appointments!

The process of undertaking qualitative interviews is a very fluid and dynamic 

research technique and will vary with almost every interview undertaken (Burgess, 1984; 

Measor, 1995). This has certainly been the case in this research and the initial interviews 

effectively shaped the remainder of the work undertaken. Prior to the interviews 
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undertaken in the edrly stage of the research I was largely uninformed about the processes 

at work in the changing landsctqx of retailing. The early interviews had a three-fold 

effect. First, they focused the research questions, second, they confirmed the sites of 

interest, and suggested further sites of interest (such as ferries and Eurotunnel), and 

third, they helped to define the theoretical focus of the research by confirming or 

contradicting the importance of initial lines of enquiry. Consequently, the use of 

interviewing was more influential and important than a simple data gathering exercise and 

the interviews shaped the whole project. In many ways it can be argued that the research 

was guided by the empirical material gathered in those initial interviews, and then 

augmented by each subsequent encounter. Moreover, as the research progressed, the 

interview exchanges altered as I became better informed. While the initial interviews were 

far more exploratory and probing to understand the key issues, the later interviews 

concentrated on confirming or refuting arguments and discussing the key issues at the 

heart of this thesis.

The interviewees listed in Table 2.1 were chosen principally on the basis of their 

involvement and expertise in retailing in airports, railway stations, hospitals and service 

stations. Each interview was conducted on company premises and lasted between one 

and two hours . These exchanges were recorded and transcribed, and full quotations are 

used in the following ch^ters of this thesis. These represent only a proportion of the 

organisations and individuals approached, as some, for varying reasons either did not 

respond, or were unavailable^. The companies approached represent a selection of the 

locations which form the sites studied in this thesis, and a subset of the retailers operating

1 Whilst several companies did not take part in this research, this did not present great difficulties as 
some rejection was expected. In the main this was circumvented by approaching several organisations in 
the same sector. For example, several fashion retailers and several newsagents were approached. However, 
the lack of access to certain retailers was disappointing, for example Tie Rack were approached in 
recognition that they were one of the first specialist retailers present in railway stations and airports, and 
as such, represented a good company to provide an historical perspective on retail development in these 
locations. However, retailers such as Harrods and WH Smith, were very useful in this respect. The 
rejection by one other retailer, Dixons, was disappointing as they represent the sole large electronics 
retailer who has entered the travel retail market and as such, would have provided a further example of a 
specialist retailer in a particular market sector. 
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within these locatiohs. The airport operators interviewed represent the seven largest 

airports in terms of passenger numbers in the UK, whilst the representatives of Railtrack 

(the sole body responsible for the rail infrastructure) cover both London arid provincial 

railway stations. The hospitals studied were chosen following some initial research to 

discover which hospitals were amongst the most advanced in terms of retail development, 

whilst the oil companies chosen represent two of the Ove largest in the UK. The retail 

companies were chosen on the basis of their presence at one or more of the sites studied 

and they tended to have a high profile within these retail environments. The 

representatives interviewed were all approached specifically for their expertise in 

retailing, design and strategy within their respective organisations and were often 

suggested by the other interviewees. Several of the specialists were approached as a 

direct consequence of attending industry conferences on the subject of travel retail, in 

which they were giving presentations. These conferences include the Airport and Travel 

Retailing Conference (1995), the Shopping on the Move Conference (1995) and the 

Station Property after Privatisation Conference (1994 - not attended).

Table 2.1 Orgarxisations and individuals interviewed
Organisation Representative Interviewed Company 

activity
Date

Harrods Michael Cole (Media Officer) Retailer 7/7/95
Sock Shop Mark Fitzgibbon (Retail Director) Retailer 10/7/95
John Menzies Stephen Robinson (Managing 

Director)
Retailer 19/7/95

Boots P. Patel (Area Manager Heathrow 
and Central London)

Retailer 21/7/95

Burberry/Scotch 
House

William Chellingworth (Group 
Retail Director)

Retailer 26/7/95

Hamleys Steve Woodbridge (Operations
Manager)

Retailer 7/8/95

WH Smiths Sundeep Kakar (Finance and 

Development Manager, 

Concessions)

Retailer 8/8/95
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Burton group Simon Hawkes (Retail Planning 

and Acquisitions Director)
Retailer 31/8/95

Sears group/Thomas
Pink

Ian Cheshire (Strategy

Director/Chairman
Retailer 8/9/95

Allders Richard Jones (Marketing 
Manager)

Retailer 16/8/95

Mobil Clive Head (Business Analyst) Retailer/ 
landlord

3/8/95

Texaco Mark Melvin (Retail Operations 
Manager)

Retailer/ 
landlord

23/8/95

RaUtrack Liz Stewert (Property Board 
Manager)

Landlord 24/7/95

Railtrack Steve Nowell (Manchester 
Piccadilly Retail Operations)

Landlord 30/4/97

Addenbrooke’s
Hospital

July Speck (Retail Services
Manager)

Landlord 2/8/95

St Thomas’ Hospital Ian Williams (Marketing and 
Corporate Development Manager)

Landlord 9/8/95

Southampton General Tim Cronin (Commercial 
Manager)

Landlord 11/8/95

BAA Louise Herbert (Group Retail 
Development Manager)

Landlord 4/8/95

Manchester Airport Peter Longbottom Landlord 9/12/96
Birmingham

International Airport
Steve Hodgetts (Market 

Development Manager - 
Commercial)

Landlord 13/12/96

Eurotunnel Douglas Colbeck (Business 
Development Executive)

Landlord 10/8/95

Jones Long Wooton Vince Jones (Analyst) Specialist/ 
consultant

9/11/96

Colliers Erdman
Lewis

Dr Christopher Pieroni (Head of 
Research)

Specialist/ 
consultant

12/11/96

Aukett Associates Stephen Embley (Director) Specialist/ 

consultant
15/11/96
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Fitch John Harrison (Director) Specialist/ 
consultant

18/11/96

Cook, Neill 
Associates

Frank Gray (Director of 
Consultancy)

Specialist/ ' 
consultant

10/12/96

Documentary analysis: HHing the gaps in the tapestry of 
interviews

Documentary analysis (the research of records) is a useful research tool frequently used 

as an integral part of research in the social sciences as it provides data which cannot be 

readily examined using other methods (Bryman, 1989). Many of the methods which 

focus on the collection of primary data cannot provide a complete overview of any 

particular subject and documentary analysis is valuable in providing insights and a greater 

understanding of organisational and industrial change. Utilising data from sources such 

as annual reports, financial reports, market research, company newsletters, press 

releases, external consultancy reports as well as the trade and business media, 

photographic evidence, television media and the seemingly boundless scope of the 

internet, has many advantages for the researcher studying organisations and particularly, 

organisational change. Documentary analysis provides a fuller picture, particularly when 

restricted access has limited understandings through direct exchanges. Furthermore, 

documentary analysis is of value when the researcher has highlighted a new avenue or 

research issue after some primary research has been completed. In this case, the 

examination of records can often provide the necessary information without recourse to 

conducting a second interview (and this attribute becomes doubly important where access 

for such second interviews would be denied).

Documentary analysis is useful in keeping the researcher up-to-date with changes 

that may occur in their chosen field during the long process of investigation. This is 

particularly important when there is ongoing change in organisations and in wider society 

and an interview can only take place once during the research process. In this context 
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trade journals and the business media are invaluable allies in bridging the gaps between 

primary data and subsequent developments in the research field. In addition documentary 

analysis is particularly useful when studying the history and future of orgahisational 

changes. The analysis of documents provides the researcher the opportunity to 

understand the history of changes in the organisations studied, whilst also highlighting 

planned future developments that are to take place. In this way, the researcher does not 

understand the organisations studied simply through the brief snap-shot provided by an 

interview but can observe change over time.

Finally, documentary analysis is particularly useful in the cross validation of 

primary data collected using other research methods. Data collected during interviews 

should not necessarily be considered as factually correct, even when it has been provided 

in good faith. Documentary analysis enables the researcher to cross reference the data 

collected using such methods. This is a useful safety check for the researcher as it allows 

them to check specific elements within the interview, such as dates and figures, and thus 

provides greater confidence in the data collected using such methods.

This research has made extensive use of documentary analysis in order to support 

and complement the data gathered in the interviews outlined above. Indeed, documentaty 

analysis formed a key tool for investigating the strategies of the landlords and retailers at 

new locations. This was particularly true where access was partially or totally denied 

(e.g. Tie Rack) and also where the use of primary data gathering methods would have 

been wholly inadequate.

Extensive documentary analysis was necessary when examining the changes that 

have impacted upon both the landlords and retailers at airports, railway stations, hospitals 

and service stations (looking at government policy for example). The examination of 

company reports, government papers, trade journals and news releases have provided 

up-to-date details of both the key influences on these organisations and their responses to 
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them. In this way, documentary analysis has provided a wider picture of the influences 

and responses at work in the field and equally importantly, it has facilitated the 

presentation of these in a longitudinal framework.

Documentary analysis has also played a key role in determining the nature of the 

research undertaken as it has shaped the focus of the other research methods used. This is 

evident in the way that new avenues of research were highlighted by documentary 

analysis. The study of the annual reports of BAA (the British Airports Authority), for 

example, highlighted their diversification into hospital retailing. It was this 'discoveiy' 

that led to the greater examination of hospital retailing and the inclusion of hospitals as a 

major study area within this thesis. Moreover, documentary analysis was equally crucial 

in determining the focus of the questions asked within the corporate interviews. Clearly, 

documents can be seen as rich sources of information, both in a primary role and also as 

they shape the research undertaken. The subsequent chapters in this thesis bear testament 

to this use of documentary evidence alongside interview transcripts.

Engaging with the Consumers: A Multi-Method Approach

Consumers in airports, railway stations, hospitals and service stations presented a very 

different research challenge to that encountered with the landlords and retailers, although 

open-ended interviews were again used to gain a basic understanding of their motives for 

consuming in airports, railway stations, hospitals and service stations. Once these 

preliminary interviews had been completed, two primary surveys, each including 479 

consumers at all the sites studied were completed during long periods of observation at 

these locations.

The examination of consumers initially involved a series of interviews undertaken 

in airports, railway stations, hospitals and service stations in order to gain an 

understanding of the factors influencing their behaviour in these locations. These 
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interviews with the tonsumers were undertaken in situ and varied in length, largely 

dependent on the interviewee and the time they could or would spare me to answer my 

questions. The interviews with consumers were largely semi-structured, and the 

individual questions were largely based upon the information gained previously in the 

corporate interviews when discussing consumer habits and were based on questions 

concerning issues of lifestyle change and the impact of this upon consumption habits, and 

also the actual consumption process in the sites. The information gained from these 

consumer interviews was then combined with that obtained from the retailers, landlords 

and specialists to paint a fuller picture of the motives of consumers shopping in the sites 

studied, as well as forming the basis for the questionnaire survey.

In addition, secondary sources were used to flesh out this part of the thesis. The 

use of data sets such as the Census, Eurostat, the Labour Force Survey (LFS), and the 

General Household Survey (GHS) provided a much wider (nationally representative) 

survey than I could have managed and these surveys also illustrate trends over time and 

space. These secondary sources provided enormous breadth and depth to the trends that 

were identified in primary research, and as such, they augmented the consumer survey 

research.

Whilst the use of interviews, secondary analysis and participant observation (see 

next section) provide useful techniques for gathering information on the activities of 

consumers within airports, railway stations, hospitals and service stations, it was 

necessary to further examine certain issues through the use of face to face questionnaires 

in these locations. This proved necessary for two m^or reasons, first, to provide site 

specific data to supplement that examined in secondary analysis at a wider scale and 

second, to provide a measure of the importance that consumers attach to certain issues in 

explaining their consumption at these locations. The questionnaires were used as a means 

to collect information from large populations (the site users) and describe the attitudes and 

behaviour of that population. Whilst the criticisms of surveys are many and varied (see 
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Marsh, 1982; de Vans 1993 for a detailed discussion of these) they were not used as the 

sole method, rather, forming part of a broader examination of consumer attitudes. In this 

way, the data gathered in the surveys conducted at three airports, three railway stations, 

three service stations and two hospitals were used to provide information from 

consumers on the ground, which supplemented and added weight to the arguments put 

forward in the interviews by the consumers, retailers, landlords and specialists.

The research sites for the survey were chosen to maintain continuity between the 

landlords, retailers and consumers and for this reason, questionnaires were conducted in 

sites studied in earlier parts of the research. However, not all of the sites could be used as 

access was not granted in all the locations where corporate interviews had been 

conducted. Furthermore, in the case of the service stations, only one company's 

forecourts were used for the survey. The reasoning behind this choice was that whilst 

they had well established retailing within their sites, these forecourts also presented the 

petrol buyer with the option of not entering the shop at all as they could pay with credit 

cards on the pumps outside. This was considered to be a good opportunity to examine 

whether consumers would still use the shops if they did not have to. In many cases, it 

actually led to people buying petrol and paying on their card outside and still going in to 

buy something from the shop.

Following a pilot survey in which the time constraints of the consumers were 

recognised it was considered necessary to split the consumer survey into two 

questionnaires. One questionnaire focused on consumers' changing lifestyles and the 

consequences of such changes on their shopping patterns. This covered aspects such as 

time constraints and the reasons for these. In addition the locations chosen for shopping 

and the reasons for choosing them were surveyed (the Lifestyle Questionnaire and results 

are presented in the Appendix). The second questionnaire focused more directly on the 

consumption process in situ, and the factors affecting peoples' propensity to consume 

when in these locations was studied. This covered aspects such as consumer 

37



Methods

expectations, the use of brands and the emotional aspects of the consumption process (the 

Propensity to Consume Questionnaire and results are presented in the Appendix). 

Consumers (particularly fastrack consumers in airports, railway stations and service 

stations) were unwilling to answer a longer survey which would have incorporated both 

parts. These two abbreviated questionnaires could be completed in a very short Ume and 

so the response of consumers (even those in a hurry) was much better than would 

otherwise have been the case. It was crucial to gain responses from those consumers in a 

hurry as they were recognised as an important consumer group in the sites studied (see 

Chapter Five for a detailed examination of this population). However, even with the 

shorter questionnaires it was still much easier to elicit responses from those consumers 

who were clearly not in a hurry. This being the case I had to avoid the temptation of only 

approaching these individuals.

Participant observation is a method developed by ethnographers in order to "...better 

understand the views and ways of life of actual people in the contexts of their everyday, 

lived experiences...(Cook and Crang, 1995, 22). Geographers have borrowed this 

technique from sociology and anthropology in order to provide a fuller understanding of 

their subject matter (see for example, Geertz, 1973; Spradley, 1979; Burgess, 1982, 

1984; Hamersleyand Atkinson, 1983; Pile, 1991; Cook and Crang, 1995). It is argued 

that the method of participant observation involves a tension between being a participant 

and an observer (Cook and Crang, 1995), To be a participant in an arena of study implies 

an immersion in the culture, rhythms, routines and community being studied.

Conversely, it is also necessary to be an objective observer during participant 

observation, drawing data from the actions of local actors. This tension in itself 

highlights the notion that participant observation does not take one single form. Rather, 

participant observation is a flexible research technique which can be adapted to the actual 

environments being studied.

38



Methods

Participant (Observation may take the form of discreet participation, whereby the 

observer observes, unbeknown to those being observed. This often entails a total 

immersion into the studied subject area, be that a community, or a work place (see for 

example Crang, 1994). Alternatively, rather than being a 'hidden' observer, the 

researcher may make themselves known to the community or company within which they 

are observing and where they are obviously constantly visible as a researcher. Finally, 

participant observation may take the form of an external observer who is taking little or 

no part in the activity being observed, being largely 'outside' the subject area. Whilst this 

external observation would present problems for studying activities which take place in 

'closed' communities, where the observer's view is restricted, it is argued that in the case 

of research in public activities in public places, such as consumption in airports, railway 

stations, hospitals and service stations, this form of participant observation gave a 

physical and visual dimension to my understanding and knowledge which enhanced the 

quality of this research. In this research the observation of participants was used as a 

method of corroborating data collected using other methods. Observation of participants 

going about their activities within the airports, railway stations, hospitals and service 

stations was one way of engaging with the consumers to better understand their 

motivation for shopping in these locations. This detached observation added a greater 

understanding of the processes involved.

One problem of using participant observation for this research was that the subject 

studied was not so much a culture, community, rhythm and routine practised daily by the 

same people, as an activity relatively fixed in place but associated with different 

consumers 'passing through' space. The process of observation consequently took the 

form of discreetly following individuals as they moved through the location. Due to the 

restricted nature of the retailing in many of the sites this was a simple matter of remaining 

in a fixed location and observing their actions and their demeanour. However, in the 

larger locations (principally the airports) it was necessary to actually follow people, 

usually from the time they entered the terminal buildings until they went through to the 
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airside lounge or th6 departure gates. Notes were taken to compare peoples' actions and 

particular attention was given to the routine people followed with respect to both the 

primary function of the sites (e.g. paying for petrol / boarding a plane) and the retailing. 

Observations of the consumers' body language were also noted, paying particular 

attention to whether they appeared to be stressed or relaxed, and whether this had a 

bearing on their shopping behaviour. These observations were valuable because they 

gave me a much fuller understanding of the emotions and states of mind people were 

expressing in the interviews conducted. It is therefore argued that the use of participant 

observation within this research provided many useful insights and a fuller understanding 

which would not have been available using other techniques.

Conclusion

Many scholars have argued that the contrast between qualitative and quantitative research 

is a constructive one. Such methods allow research questions to be approached using 

both sets of techniques, each producing different types of data and hence understanding 

(Allen, 1991). Such a philosophy is echoed here because different methods were used to 

produce a richer picture of the processes being researched. More importantly though, the 

multi-method approach taken in this study ensured that the data gathered using one 

method was corroborated by data gathered using other complementary techniques. In this 

way the research generated a holistic picture of the development of retailing in airports, 

railway stations, hospitals and service stations. The use of several methods has enabled 

the study to examine the three key players (retailers, landlords and consumers) without 

falsely promoting the importance of any one group, nor falsely considering any group as 

subservient to the others.
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Introduction

In little more than twenty years, retailing has moved from being a dull, 
business backwater to become one of the most important, dynamic sectors of 
the British economy...In the process it has increasingly offered consumers an 
ever changing array of products and services - and new environments in 
w/ucA to 6«y rAgyn. The resulting 'retail culture' is everywhere - it has 
colonised huge areas of our social life outside the traditional high street, from 
sporting venues to arts centres, from railway termini to museums (Gardner 
and Sheppard, 1989, 1 - emphasis added).

In this chapter, I discuss the development of retailing in four new environments: airports, 

railway stations, hospitals and service stations. In each of these new environments I 

describe the retail development that has taken place in recent years. Following this initial 

description of retail growth I discuss the nature of the changing political and economic 

environment that has prompted the landlords of these sites to pursue a strategy of retail 

development. While I argue that the retail developments that have taken place, and the 

political and economic causes of these, are specific to each location, I will also 

demonstrate that there are a considerable number of political and economic similarities 

between each of these environments. Indeed, the principal argument presented in this 

chapter is that whilst the sites and subsequent retail developments in them do exhibit 

differences, retail development by the landlords is a response to a combination of political 

and economic forces. The chapter thus examines how the combined effects of 

privatisation, commercialisation and increased competition in the core activities of these 

sites has provided the incentive and the possibilities for diversification and retail 

development in these non-traditional locations.
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Retailing takes off at the af/yor^.

Since Aer Rianta, the Irish Airport operator, opened the first duty-free outlet at Shannon 

Airport in the 1950s, airport retailing developed steadily. In the last ten to fifteen years, 

however, airport retailing has truly taken off. Today’s air travellers can not only expect to 

encounter WH Smiths and the duty-free shop, but a combination of high street and 

international retailers (see Figure 3.1). Names such as Tie Rack, McDonald’s, Body 

Shop, Harrods and Selfridges are now all part of the modem airport experience in the 

UK. In the 1990s, airport retailing is playing an ever more important role in the operation 

of airports and is becoming increasingly significant to the wider retail environment.

Figure 3.1 High street and international retailers at Heathrow airport

Source: BAA airport guide (1997)
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Airport retailing currently accounts for over 0.5% of all UK retail spending, a 

share that has nearly doubled since 1990, and this sector of retailing is predicted to 

continue growing into the next century (see Figure 3.2). Moreover, whilst this growth in 

airport retailing is significant, it does not represent the true strength of retail growth at 

airports when comparing it to total UK retail sales. Total retail sales for the UK includes a 

vast array of items not offered at airports, such as groceries, furniture, hardware and DIY 

products, which bias the comparison in favour of total sales. Removing these from the 

comparison demonstrates an even more impressive rate of growth of airport retailing, 

putting the current share of UK retailing at more than 1% (see Figure 3.2). Furthermore, 

airport retailing is forecast to rise by 12% per annum into the next century, whilst the 

growth of comparable retail sales is predicted to rise by just 4% per year (Humphries, 

1996).

Figure 3.2 UK Airport retailing, 1990-1999

UK Airport Retailing

Source: Datamonitor / Humphries (1996)
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Figure 3.3 BAA retail revenue.

BAA Retail Income

Source: BAA annual retail report (1997)

Airport retailing is also increasingly significant to the airport operators. An 

examination of BAA, the UK’s largest airport operator responsible for Heathrow, 

Gatwick, Stanstead, Southampton, Glasgow, Edinburgh and Aberdeen airports, 

illustrates not only the scale of retail growth, but also the increasing significance of 

retailing to their total revenue. Figure 3.3 illustrates that BAA’s retailing revenue has 

developed rapidly, rising from £98 million in 1984 to £606 million in 1996/7. Moreover, 

the value of this retail income to BAA really becomes apparent when considering that 

BAA’s total profit for 1997 was only £444m.

As is the case for retail growth at all UK airports, BAA’s rate of retailing growth 

has been impressive. Retail revenue rose by 10% and 10.5% in 1995 and 1996 

respectively, compared to 2.4% in the UK as a whole. Much of this revenue growth 

stemmed from the growth in retail space at BAA’s sites, which increased by 175,000 sq. 

ft to 825,000 sq. ft during 1995/96, allowing the number of retail outlets to rise from 227 

in 1994 to 484 in 1996 (BAA, 1996; CIR, 1994). During 1996, BAA attempted to take 
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its involvement in retailing a stage further by bidding f 130 million for the AUders duty 

free business only to be outbid by Swissair's offer of f 160 million. In response, Des 

Wilson, a spokesmanforBAA.declaredthatBAA wouldcontinuetolookelsewhere 

"...to press on with our strategy of developing our world-wide duty-free business." (FT 

6/6/96 C&M, 1; see also Davis, 1996a). This strategy resulted in BAA launching 'World 

Duty Free' in its airports in November 1996, with world-wide ambitions for expansion.

In addition to this dynamism in retail growth, BAA expect further development if 

they are granted permission to build a fifth terminal at Heathrow. If such permission is 

given it will allow BAA to further expand the retailing facilities at Heathrow, as the new 

terminal is designed to be as large as the four existing terminals put together and to 

include a shopping centre bigger than nearby Staines or Richmond (Thomas and Nagle, 

1996). Thus it would seem that BAA's retail expansion is set to continue. As Barry 

Gibson their Retail Director, explained there is still plenty of scope for expansion: "Retail 

is a tiny tiny proportion of airport terminal area. There are 3,000 acres at Heathrow and 

we only have around one per cent of that." (quoted in Davis, 1996b, 6). Moreover, such 

retail expansion is not limited to BAA, with predictions that the retail floorspace at 

Britain's largest airports could reach 565,000 sq. ft by the year 2000, with major growth 

at nearly every airport (see Table 3.1).

Table 3.1 Potential retail floorspace at Britain's largest airports by 2000.
Airport Potential sq. ft % increase i^993-200()
Heathrow 200,000 63
Gatwick 90,000 16
Manchester 74,000 87
Luton 33,000 360
Glasgow 27,000 100
Birmingham 20,000 21
Stanstead 20,000 11
Newcastle 13,000 169
East Midlands 13,000 117
Bristol 13,000 294
Leeds/B radford 13,000 442
Cardiff Wales 13,000 465
Edinburgh 13,000 177
Aberdeen 13,000 335
Liverpool 10,000 335
Total 565,000 75%
Source: Chesterton, 1993.
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Retail growth at airports has another significant impact, as it has led the airport 

operators to be less dependent on their traditional aeronautical revenue sources. At BAA 

retail income has become the key element of their revenue. Figure 3.3 shows that BAA 

has seen the share of its revenue from retailing rise from a little over 30% in 1984 to 44% 

in 1997. BAA’s traditional activity of landing planes and passenger charges is no longer 

their largest revenue source (see Figure 3.4) with retail now accounting for the largest 

share (45%) of their income. In individual airports the share of revenue accounted for by 

retailing can be considerably higher still and at Heathrow, the largest of BAA’s airports, 

commercial income accounts for nearer 70% of total revenue generated (Humphries, 

1996).
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From joefroZ Zo Pi7.7.a jET^Z; FeZaZZ growZA aZ servZce s^ZoZZons.

Retail development and expansion has followed in a similar vein at service stations, 

another new retail environment. The most significant of these developments is the growth 

of convenience stores, fast food outlets and the emergence of supermarket brands on 

forecourts in the UK (see Figure 3.5).

Figure 3.5 An example of recent retail developments at service stations

Source: Forecourt News (1996)

As Mike Rowland^ explains, such changes mark a major shift in the oil industry within 

the UK:

Could it not follow that what we are seeing is a total restructuring of the 
industry where the majors now no longer term themselves oil companies but 
seek to find a new position in the business world. I see them moving away 
from the traditional core areas of business in fuel sales and forecourt oriented

^Mike Rowland is an oil industry consultant specialising in the field of forecourts. 
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business into being general retailers. On new sites it seems that shops 
generating a high level of retail sales are starting to appear as their core 
business, and the tie-ups between the major oil companies and the 
supermarket owners such as Tesco, Sainsburys and Budgens would appear 
to prove my argument (Rowland, 1997, 10).

Such a shift in the focus of the fuel retailers has led Elf to advertise for service station 

managers with retail experience, rather than experience in the fuel retail industry. This is 

described by an Elf spokesman as "a change in the mindset from being an oil company 

involved in retailing to a convenience retailer involved in selling petroleum products” 

(Quoted in Forecourt Trader, June 1996). Thus the oil companies have shifted their focus 

towards the retailing element of their operations. This has resulted in a number of tie-ups 

with the grocery retailers themselves, as can be seen in Table 3.2. Further forecourt tie- 

ups have involved Texaco and Burger King, Dunkin' Doughnuts and Pizza Hut; Elf and 

Burger Master; Fina and Wimpey; Shell and Ben and Jerry's, and the partnership of Shell 

and Sainsburys' loyalty schemes, all of which emphasise the growing significance of 

retailing in the oil company strategy.

Table 3.2 Forecourt Tie-
Company outlets Brand/retailer tie-up Number of sites
Shell Select 890
Esso Snack and Shop 950
Jet Jiffy 130
Texaco Star Market 400
Q8 Petroleum Budgens 5
Elf Le Shop 50 planned
Elf Somerfield one on trial
Tesco Express 14
Mobil Mart 700
Mobil Cullens one on trial
BP Express 250
BP Safeway 100 planned
Total Alldays, Sketchley 120

Source: Lee, 1996.
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Jet is one example of an oil company that seriously invests in the retail side of its 

business and the company plans to become a fully fledged retailer in the future. As a 

means to develop this strategy, Jet is pioneering a multi-faceted approach to the retail side 

of its business. This retail expansion at Jet includes the incorporation of fast-food outlets, 

shops with post office counters, cash dispensers, in-store bakeries, newsagents, dry 

cleaning services and even off-licences into their service stations (Forecourt Trader, June 

1996).

This emphasis on developing the retail side of the oil business is explained by the 

income that forecourt stores can achieve, As an example, an undeveloped shopping site at 

an Elf service station will contribute about £5,OOO-£8,OOO/year to the forecourt income. 

In contrast, a large newly developed forecourt such as Flamstead End, north of London, 

will contribute up to £30,000 a week to the total income. However, even these figures 

seem small when considering the total size of the market that the service stations are 

exploiting. In 1994, Shell estimated that the convenience shopping market in the UK was 

worth £31 billion, of which forecourt shops accounted for £2 billion, a figure that had 

grown to £2.9 billion by 1995 and is expected to reach £3.5 billion by the year 2000 

(European Retail, April 1996). This predicted expansion of forecourt retailing is 

supported by John Lawler, shops marketing manager at Shell UK, who has declared that 

"We have our sights set on a far larger slice of the pie" (Lawler, 1994, 3). The 

seriousness of the oil companies' intentions to gain a larger slice of the retail pie can be 

witnessed by the plans of several of the oil companies to open shops without petrol 

pumps. Elf currently has five ‘Le Shop’ outlets in high streets, whilst there are similar 

plans for Shell to go it alone with its Select Shop in the future (Lee, 1996). This 

emphasis on the retailing side of the business is illustrated further by John McCarthy, 

construction manager at Elf, who explained that "...the company will be spending all its 

money on the shop side of the business and not developing the forecourt side for the 

simple reason that there is no money in fuel sales at the moment" (Duncan, 1996, 35).
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Forecourt sales currently account for 2% of all UK retail sales (Hollinger, 1996). 

As was the case for the airports, it is the strength and scale of growth in this area which 

provides an indication of future developments. Forecourt retail sales grew by 18% in 

1998, whilst total UK retail grew by only 1.4% (Financial Times, 16/7/98). Such growth 

demonstrates that forecourt retailing is an area of increasing significance to both the oil 

companies and the UK retail industry as a whole (Hollinger, 1996; 1988). Indeed, 

retailing is now considered as a central function of service stations, a view supported by 

the granting of an alcohol licence at a service station in East Molesey, Surrey, in 1995. In 

granting an alcohol licence at a service station the magistrates acknowledged the 

fundamental point that food retailing was the prime focus of the site, rather than selling 

fuel (Margolis, 1995).

/^em/Irng on /ract a/ TfazZ/racA

The railways have had a long association with retailing. In 1841 the first station bookstall 

was opened at Fenchurch Street Station and for a long time newsagents and refreshments 

seemed to make up the staple of station retailing. However, in the 1980s the stations were 

given a broader retail mix with shoe repair shops and bureaux de change being followed 

by specialist retailers such as Tie Rack, Sock Shop and Knickerbox. Over the same 

period, newsagents kiosks expanded and developed into fully-blown shops and the old 

snack bars are now often a franchise for McDonald's or Burger King.

Retail expansion in railway stations has developed at an accelerating rate in recent 

years and rental income has increzised from T8 million in 1985 to f40 million in 1996, a 

figure that property consultants believe could easily be doubled (Barnett, 1996). This 

growth is primarily as a result of the recognition that Railtrack could develop their 

stations in much the same way as BAA has upgraded its retail facilities at the airports 

(Teather, 1997). The railway stations are thus considered to present similar, though 

obviously not identical, opportunities for retail growth as some of the smaller airports
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(Strohm, 1996). These opportunities have recently been highlighted by a property 

consultant who explained that:

In retailing terms Railtrack is one of the biggest shopping centre owners in 
the country. But it has been wasting its potential. It has some plans that will 
be controversial, but could be immensely proOtable (quoted in Barnett, 1996, 
3).

In 1997 Railtrack was responsible for 14 m^or stations in Britain: Birmingham 

New Street, Charing Cross, Edinburgh Waverley, Euston, Gatwick Airport, Glasgow 

Central, Kings Cross, Leeds City, Liverpool Street (London), London Bridge, 

Paddington, Manchester Piccadilly, Victoria and Waterloo. In addition to the direct 

control of these sites, Railtrack also retained the development rights at the remaining 

stations in the network (roughly 2,500 locations). M^or retail developments have already 

taken place in several of the larger stations including the development of Manchester 

Piccadilly's main concourse, a 20,000sq. ft. retail development at Glasgow Central 

known as the Caledonia Centre and a major redevelopment of Liverpool Street station in 

London where retail units now extend over the track (see Figure 3.6). Further examples 

of Railtrack's retail expansion have been detailed in a LI billion station regeneration 

programme announced in May 1997, which will see an improvement in the facilities 

"...which enhance the start and finish of the rail users' journeys" (Railtrack, 1997a). Part 

of this regeneration will see Paddington receiving a £50 million refurbishment that will 

include a new mezzanine level to increase space available for retail, whilst plans exist for 

the development of a 300,000 sq. ft. shopping centre at Edinburgh Waverley station, in 

the heart of the city (Railtrack, 1997a).

However, it is not only the large or existing stations that will benefit from retail 

development. Plans also exist for several regional stations, including Aberystwyth, 

Cambridge, Eton Central, Norwich, Salisbury and Windsor, to become shopping centres 

in future (Packer, 1997). At Cambridge there are plans for a new suburban station, 

Chesterton Sidings, to be developed with an adjacent 27,900sq. m centre that will include 

a department store. At Norwich's Thorpe station there are proposals for a 16.8 ha.
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development in co-operation with the Asda subsidiary Gazeley to include 12 non-food 

shops as well as a food superstore, bowling alley and cinema. Similarly, the 

redevelopment of Eton Central will see 40 different shops and restaurants built in a 6,000 

m^ development, with tenants including such distinguished names as Jaeger and 

Charbonnel et Walker. According to Steve Tyler, a spokesman on retail development at 

Railtrack, such developments are “...aimed at making railway stations shopping 

destinations in their own right” (Quoted in Packer, 1997, 18).

Figure 3.6 Retailing at Liverpool Street Station

Source: Author

Trusts hear the tinkling of the tills

The proliferation of retailing in the 1980s and 1990s has extended the retail environment 

into almost every sphere of modern society. Not content with colonising environments 

such as airports, service stations, and railway stations, even hospitals are now part of the 

retail-isation of society (Gardner and Sheppard, 1989). Such retail expansion at hospitals
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is reflected in this comment made by a reporter during the retail development at Sheffield 

Hallamshire Hospital:

I found niche retailing raging at the Sheffield Hallamshire Hospital. The 
entrance hall (or should one call it the shopping village?) is crowded with 
bookstalls, giA shops, flower stalls. Indeed in this bonanza of retailing 
activity the appearance of an actual patient, ashen faced in his wheelchair, 
strikes one as a little thoughtless, like the unwanted spectre at the feast. It is 
hard to remember that this is a place of healing...(quoted in Gardner and 
Sheppard, 1989, 67).

Of course it is not just Sheffield that has received the retail treatment. Addenbrooke's 

hospital in Cambridge generates in excess of f300,000 a year from its shops in the main 

entrance that were designed by Saunders Design to incorporate a mini mall. Here several 

retailers that might be expected to be present at a hospital, such as a flower shop and 

convenience store, exist side by side with some that may seem less obvious for a hospital 

environment. These include a fashion outlet, a travel agent, a bank, a solicitor and a 

Citizens Advice Bureau. In addition to these outlets and the revenue they produce, a food 

court has also been developed ac^acent to the main shopping area at a cost of T3/4 

million. Here, high street brands such as Burger King, Pizza Hut, Upper Crust and Caf6 

Select are located to serve those who work in and visit the hospital.

Addenbrooke's is one of eight hospitals in the UK that underwent retail 

development in parmership with BAA, the airport operator, in the late 1980s and early 

1990s. Another of these partnerships took place at St Thomas' Hospital in London 

during 1993. In this case, rather than redevelop the existing entrance to incorporate 

retailing, St Thomas' had a new main entrance designed to make use of an existing 

bicycle park between two wings of the hospital. The result was a new entrance 

incorporating the main information desk of the hospital and six new retail outlets that 

include a bank, a coffee shop (Caf6 Select), a florist, a clothes retailer and an extension to 

the existing John Menzies store. The main objectives of this development were to 

improve the quality of patient services and to generate additional income. The level of this 

‘additional income’ was established in an interview with Ian Williams, the marketing and
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commercial development manager at St Thomas’, as being in the order of £300,000 per 

annum. However, this is not the end of the developments as here, as at Addenbrooke’s, 

plans exist for further retail development, most notably that of a food hall in the St 

Thomas’ complex.

Figure 3.7 Retail development at Southampton General Hospital

Source: Author

Retail development at hospitals has not been restricted to those in partnership with 

BAA. Southampton General Hospital has been developed in association with an outside 

agent which was employed to develop and manage the retail facilities that were an integral 

part of the redesign of the hospital’s main entrance (see Figure 3.7). The redesigns of the 

three hospitals mentioned here give some indication of the way thinking about retailing in 

hospitals has developed in recent years. As July Speck^ , the commercial manager of

2july Speck is the Commercial Manager at Addenbrooke’s Hospital. She moved to the hospital through 
BAA when they managed the retail facilities. When BAA withdrew from this venture she stayed. Prior to 
working for BAA she was a manager at Marks and Spencer’s.
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Addenbrooke's, explained during interview, such retail incorporation is not being 

ignored in the planning of new hospitals either:

7 W(M rafting io a congiom^rate ygfkrday wAo are footing at twiWing a new 
tospiiai^r rte ygar 2070 o/ki rtg)) arg acioaii)' pZonning io 6aiW it wirA a 
j:Appping Toaii owi^ori coart Accoofg iA^ now rcofwc rAoi it doc.; 
wort...77zg)' ore in on afeoi position Accawse rAgy con get it rigAt/rotn tAc 
start.
(Interview, 2/8/95)

Post-Fordist service providers?

The growth of retailing in sites such as airports, railway stations, hospitals and service 

stations, as outlined above, can be considered to be part of a much broader economic and 

political shift that has taken place since the 1960s. Harvey (1989) describes this shift in 

the mode of accumulation from Fordism to flexible accumulation as:

a direct confrontation with the rigidities of Fordism. It rests on flexibility 
with respect to labour processes, labour markets, products and patterns of 
consumption. It is characterised by the emergence of entirely new sectors of 
production, new ways of providing financial services, new markets, and, 
above all, greatly intensified rates of commercial, technical and organisational 
innovation (op cA., 147).

Harvey goes on to examine each part of this statement in turn. But for this thesis, it is the 

last section that is most significant. According to Harvey, these intensified rates of 

commercial, technical, and organisational innovation have meant that many corporations 

have become more innovative with respect to their activities. Many large corporations 

have intensified their turnover rates by developing new activities and products, 

accelerated by the wave of mergers and corporate diversifications (Harvey, 1989). The 

net result of a shift to a mode of flexible accumulation that has taken place is that large 

numbers of their workers now no longer work in the core activity with which those 

companies were traditionally associated, as is illuminated by retailing at airports, railway 

stations and hospitals.
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The managers of many large corporations now take the attitude that their duty is to 

make money for their shareholders, rather than a particular product, and this attitude was 

perfectly demonstrated during an interview with Mark Melvin^, retail co-ordinator at 

Texaco, when he said:

Th rhe Of/ companies we are probably fourth oil company, 6ffr wc orc Aoppy 
to go (Town r/zc /cogtfc z/ wc become more pro/ftoTz/e, omT wc wz7Z Tzccome 
more prp/ira6/g 6y mfrofTMcmg other ways of maJWhg ynoney. 
(Interview, 23/8/95)

This general move towards flexibility in corporate organisation results in companies 

adopting new adaptive strategies to cope with the economic climate they face (Gertler, 

1988, 1992). For the companies with which this thesis is concerned, it can be seen that 

such adaptive strategies have resulted in the corporate diversification of their activities. 

These companies can be considered to be post-Fordist service providers that offer a range 

of services outside their traditional core activity and retailing is a key part of this 

diversification.

BAA underwent a rapid and vast programme of expansion and diversification 

following its privatisation in 1987. In 1988 BAA's expansion plans included the 

development of a hotel business that would serve both business and tourist travellers. 

These hotels were to be built both at airport and non-airport locations throughout the UK 

and Europe (BAA, 1988). In October 1988 construction began on a f47 million 475 

room four star hotel by Gatwick's North Terminal, with a further f41 million 4(X) room 

project near Heathrow Terminal Four and a f 13 million 250 room project at Stanstead 

(BAA, 1989). However, BAA did not restrict its diversification into the hotel business to 

'organic growth' through the construction of new hotels, and was seeking suitable 

business acquisitions, with Ramada Inc. being one possible venture, although this move 

subsequently broke down. Remaining broadly within the airport business BAA increased 

its involvement in the cargo business by making two acquisitions: in February 1989 it

^Mark Melvin was manager of retail operations at Texaco.

56



The Production of a New Retail Emwrowngnf 

bought Scottish Express Ltd, a company providing freight forwarding and road haulage 

facilities, and in April the same year it bought the company dealing with bonded cargo at 

Heathrow and Gatwick (BAA, 1990).

In February 1988 BAA extended its commercial activities outside the airport 

business when it signed a contract with Cambridge District Health Authority to develop 

retail facilities at Addenbrooke's Hospital. Development of this commercial area was not 

restricted to Addenbrooke's and a further seven hospital's retail facilities, including St 

Thomas' in London, were being managed by BAA in 19904 (BAA, 1988-1990). The 

utilisation of BAA's retail expertise was not restricted to hospitals either and BAA 

pursued opportunities for the management of overseas airports. In 1990/1991 this policy 

resulted in BAA being awarded a 15 year contract to manage/develop the retailing at 

Greater Pittsburgh International Airport in the USA (US Air's m^or domestic hub), with 

the possibility for further contracts in the US and world-wide if they proved successful, 

Australia and China being of particular interest (BAA, 1991, 1992). In 1992 BAA was 

further utilising its expertise in winning contracts for work securing an agreement to 

design a new Hong Kong airport and a new airport in Malaysia (BAA, 1992)

Further diversification away from the core airport business at BAA resulted in the 

acquisition of Lynton Plc, a property development company, in July 1988. This purchase 

was made in order for the company to "...obtain the skills it needed to develop airport 

land surplus to its operational requirements and to establish an additional non-core related 

proBt centre" (BAA, 1989, 10). A point supported by Louise Herbert^ of BAA, when 

she stated that:

7%g Lynton' s^ property port/bZio.* were oo^nired prinzorz/y zw a nzeons of 
nzoxznzzszng the prime sZot^ ofZanzt t/zot BAA ownj. /t zs a czwe of neez/zng to 
he flexible and diverse to szzrvzve. 
(Interview, 4/8/95).

4 BAA withdrew from managing retail facilities at hospitals in 1995.
5At the time of the interview Louise Herbert was the Group Retail Development Manager at BAA. She 
has subsequently become the Group Retail Travel Services Director at BAA.
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This policy of expanding non-airport activities received a further boost in 1994 when 

BAA signed a deal with MacArther/Glen, a leading outlet mall operator/developer in the 

US, to develop designer label outlet malls. The first of these opened at Cheshire Oaks, 

near Chester (UK) in April 1995, with a second at Troyes, south east of Paris in France 

(BAA, 1994, 1995, 1996).

Such an approach can be seen as an optimisation of the assets that BAA possesses 

and indeed, a similar programme of diversiOcation and optimisation of assets has been 

taking place in the railways as Bob Hill, the Director of Property at Railtrack, stated:

I do not see any reason in the future why we should not be involved in 
acquiring land for non-rail related business if it is part of the general health of 
our company (Hill, 1994, 6).

As such, the railway operators do not see any reason for restricting themselves to 

operational activities. Rather, as John Nelson^ explained, the diversification of the role of 

the railways to include eating, drinking, shopping and, in his example, even ice-skating 

may have more than one benefit for the rail operators:

Not only is it making good use of the asset, it gives us the opportunity to 
reach some people who may never otherwise think of using the train for 
social reasons (Nelson, 1994, 6).

Thus for the railways, the largest opportunity for diversification and expansion of their 

commercial assets lies in the development of their substantia] land assets:

At many stations - on the concourses or on parcels of railway land next to 
them - there is the opportunity to introduce leisure facilities, shopping 
centres, business parks, or mixes of all three, especially now that the 
government has wisely moved to discourage out-of-town developments? 
(Nelson, 1994, 6).

6john Nelson was BR Group Managing Director, South and East at the time of rail privatisation. His 
role was to prepare the newly formed train operating companies for franchising as part of the 
government’s privatisation plans for British Rail.
?The government policy towards out-of-town developments and the role of transport in the such 
developments are covered in PPG6 and PPG 13. The implications of these for the growth of retailing in 
sites such as airports, railways, hospitals and service stations are discussed in chapter Four.
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Just as the increase in commercial awareness within the airports and railways has 

led to a penchant for diversification, so the hospitals that became Trusts have 

demonstrated a remarkably similar attitude. Despite the financial constraints that exist for 

the development of conunercial activities at hospitals, the Trusts have demonstrated that 

they are adept at developing alternative revenue streams. These alternative sources of 

income include the introduction of fees for car parking at the hospitals and the building of 

conunercial incinerators. Other alternative income sources include advertising within the 

hospital, as well as the growth in treatment of private patients and overseas patients who 

pay fees . Further to these sources, and in a similar fashion to BAA, the commercial 

managers at some of the hospitals are realising the possibilities of their conunercial 

expertise. However, unlike BAA they are more restricted in the way they can develop due 

to the financial constraints they face. July Speck from Addenbrooke's Hospital outlined 

the potential and the restrictions hospital conunercial mangers face during interview:

We octuaZZy Zooke^Z or rAg posfZ6z/Zry ofpwAzMg rogezAgr a pocAoge to go Znto 
or/KfAospfrokond'jfoy o/z ygoA, rAwZjwAoZyoMnggcZrozfo. TZzeonZy 
pro^Ze/M wZrA dbwg rAot Zs r/wzr rAere ore o Zof of zZeveZoperj out (Agre wAo ore 
preporezZ ro do oZZ of ZAoZ owZ wAo Aove got rAe/ZnoncZoZ AocAZng. J've done o 
ZZrrZe AZr of confwZzoncy worA ond/o/n Zn zAe procej'S ofpos'.rZAZy doZng o AZz 
more, ond 7 om vg/y Aoppy fo ZoZA zo oZAgr AojpZZok and gZvg zAgm zAg Ag»^Z 
of owr gxpgngyicg ^you ZZAg, wZzAZn rgojon. 7f zAgy acZzzzdZy wonZ mg Zo draw 
up conZracZs zAen zAey'ZZ Aavg Zo pay /or zAaZ Aeoaaj'g Zz Z5 a/acZZZZy zAaZ wg can 
<39%r. 7AgproAZgm/or iw dgygZopZng^cZZZzZgs Zj zAaZyoa aggd zAg/maacZaZ 
AacAwg, and wZzA compaaZgs ZZAg LaZng, zAg AaZZdgrs, wAo arg waaZZag Zo ggZ 
ZnvoZved wZzA prq/gcz$ ZZAg zAZf, zAgy'vg goz zAg f/ZnaacZaZZ AacAZAg.
(Interview, 2/8/95)

The petrol forecourt operators have not been negligent in developing alternative 

profit streams either. Today’s forecourts offer a wide range of services including 

banking, valeting and shopping as well as the original fuel and car related sales. There is, 

however, a long history to the development of the modem forecourt. Petrol retailing was 

initially undertaken by convenience stores with pumps outside. Before long, however, 

specialist outlets appeared whose raison d'etre was the servicing of motoring. This focus 

on motoring led to the garage becoming the predominant unit, whereby pumps were in 

front of a workshop. The result of this 'mechanic mentality' was that the retail side of the
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trade died (Finch, 1991). Retailing was seen as a support facility, providing car related 

products, and not as an opportunity in its own right. In the late 1960s and early 1970s 

forecourts, however, moved to self service and facilities at their sites began to take on a 

more professional air. This shift in attitude towards asset utilisation occurred at the time 

of the Middle East war (1967-1973) as the attendant oil crisis prompted the retailers to 

reconsider how they could achieve greater returns from their locations (Martin, 1991).

With this rethinking of their role, forecourts began to diversify into a broader 

based profit opportunity (Finch, 1991). The results of this diversification led to the large 

scale development of forecourt shops that were a brand within a brand. And it is these 

shops which have developed into today's retail offers at forecourts, whereby the m^or 

oil companies have branded forecourt stores, such as Shell Select, Star Market at Texaco 

and Mobil Mart.

In addition to the diversification of the forecourts into convenience stores , the 

operators looked at other possible uses to which they could put their land assets. One of 

these was the potential for including car washes on forecourts. Since their initial 

introduction in the early 1960s, car washing has become an important niche market and it 

plays an important role in expanding profits (Casey, 1991). Such changes within the fuel 

retailing sector amount to a subtle but signihcant shift in the attitude and activities of the 

oil companies. The previous focus on fuel retailing is giving way as the importance of the 

other activities at their sites takes precedent. This is reflected in the attitude of the 

managers within the oil industry who realise that what is required is "...service 

orientation, with innovative flair for timely response to opportunities" (Oil company 

manager quoted in Mintel, 1995,9).
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A changing political landscape: privatisation of the 'providers'

In the preceding sections of this chapter I have outlined some of the changes taking place 

in airports, railways, service stations and hospitals, including the retail growth at these 

sites. The remainder of this chapter explores the political and economic reasons why the 

landlords have pursued retail development in this way. It will be argued that them has 

been a m^or shift in government policy during the last 30 years that has directly altered 

the ways in which the airports, railways and hospitals function as enterprises. In this 

section I will demonstrate that retail growth in these sites is linked to ongoing changes in 

policy and in the regulatory environment.

During successive Conservative Governments from May 1979 to May 1997, 

public sector industry was radically transformed. This transformation was the 

consequence of an ideological shift that occurred in the 1970s and the adoption of a 

policy of privatisation that became a cornerstone of the Conservative policy framework 

(Heald and Steel, 1981). At the heart of this policy were three principal strands. First, the 

reduction of state activity at all levels through rationalisation and restructuring, with the 

aim of reducing the Public Sector Borrowing Requirement (PSBR). Second, the transfer 

of the burden away from the state towards the individual. And third, greater private sector 

practices within public services through the introduction of competition and the operation 

of market forces (Mohan and Woods, 1985). This policy of privatisation was in stark 

contrast to the Keynesian/interventionist policies of the post World War Two period.

Privatisation is, however, not a simple concept and has a variety of definitions. 

These include what can be termed denationalisation, whereby state ownership of 

nationalised industries is transferred to the private sector through the sale of public sector 

assets. The aim of this form of privatisation is to introduce greater levels of competition, 

resulting in greater efficiency and reduced costs. For certain areas of industry, 

denationalisation is seen to give greater freedom to the managers of the privatised
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companies, giving them access to financial markets to raise capital and also granting them 

new possibilities to pursue non-core activities. This form of privatisation is particularly 

relevant when examining the retailing activities of the airports and railways in the UK.

Other definitions of privatisation include deregulation and tendering (see Kay et 

al, 1986, for a discussion of these), which involve liberalisation, commodification and 

marketisation (see Saunders and Harris, 1990, for an examination of the differences 

between these). These forms of privatisation are, however, considered by some to be a 

relatively narrow definition and Swann (1988) proffers a useful umbrella definition of 

privatisation, stating that:

Privatisation can best be defined as the introduction into the public sector, or 
what has previously been the public sector, of conditions which typify the 
private sector (op. ozY., 2)

In this definition, Swann provides the possibility for a consideration of privatisation 

where no change of ownership takes place. Rather this definition of privatisation means 

that a public enterprise may remain in public ownership, whilst adopting a more 

commercial approach. According to Swann such an approach may lead to these public 

enterprises maximising profits, providing goods and services only if the price covers the 

costs involved and adopting cost minimising procedures. This broader definition would 

therefore include many of the changes occurring within the NHS and the subsequent shift 

to NHS Trusts, which have alternatively been described as commercialisation (Pinch, 

1997). It is the privatisation and commercialisation within the airports, railway stations 

and hospitals which I will now examine. This examination will highlight the ways in 

which changes to the political landscape and subsequently the organisational structures 

have resulted in a changing philosophy within airports, railway stations and hospitals.

F/ying suZo; ZAc Zrcnd towards azrporZ przratNatzon

As the necessity and cost of investing in infrastructure development at airports has 

increased there has been a reduction in the willingness of governments to subsidise it
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prompting a gradual loosening of ties between government and the management and 

operation of airports (Humphries, 1996; CIR, 1994). One consequence of the initial 

loosening of ties between the UK government and airports was the creation of a semi- 

autonomous airport authority. In 1966 the British Airports Authority was created to run a 

group of four airports, Heathrow, Gatwick, Stanstead and Prestwick^. These airports 

would be operated as an independent commercial enterprise whilst remaining under 

central government ownership and run by a civil servant, Sir Norman Payne^, whose 

approach upheld central planning (Doganis, 1992). At this time, the majority of the 

remaining airports in the UK were under local government control. These airports tended 

to be owned by one or more regional or municipal authorities whose traditional 

philosophy towards the airports was summarised by the commercial manager of a 

municipally owned airport during interview:

TTzey /r/re mwzrcyaZ awrAonrigf? Aave always seen Of/porfs os Aaving a 
/wnctzon ...fas regard^? rggiaoaZ devflapTMenr, ecanamzc dgvg/ap/»g»r, 
status, let’s not beat about the bush. And they sgg ar/yorts as Aavzng a Zgss 
corwMgrcral rafg, rA^ are apgrarianaZIy Prosed, /it's wAaf 7 call (Ag saosagg 
mocAmg pAz^sqpAy. Zacal aurAandgs AeZievg rAoT rAg Agsf d^ardoa^br a 
saccgs.^Z azzporr zs ong rAar can rzznz ozzr rAg Aazzdzgst plane sz'zgd cAzz/zAs ZM 
rAg sAorTgsr possible dzMg.
(Interview, 13/12/96)

However, as attitudes have shifted, the view that airports were in some way 

quasi-public utilities to be run and financed by local or central government in the public 

interest was abandoned by central government. This shift in policy is highlighted by the 

government White Paper on Airport Policy, written in 1978 by the then Labour 

government. The White Paper stated that ‘there could be no general justification for 

subsidising airports and air services...' (HMSO, 1978, quoted in Doganis, 1992, 5), a 

policy that was subsequently advanced by succeeding Conservative governments.

®In 1971 Edinburgh joined the group, to be followed by Aberdeen in 1974 and Glasgow in 1975. In 1990 
Southampton Airport was acquired by the then privatised BAA Plc taking the total number of airports 
under its control to eight. However, Prestwick Airport became an independent airport on April 1st 1992, 
leaving BAA with the remaining seven UK. airports that it still operates today.

^Sir Norman Payne was in charge of privatising BAA.

63



The Production of a New Retail jEnviron/ngnf 

Moreover, in 1985 the conservative government published a white paper on Az/ports 

foZicy that sowed the seeds for 'real' privatisation of airports in the UK. The White 

Paper stated that it was the government's policy that airports should operate as 

commercial undertakings and that airport policy should be directed towards encouraging 

enterprise and efficiency by providing for the introduction of private capital (HMSO, 

1985).

This White Paper was followed, in 1986, by the AiTporr.; Act which turned the 

British Airports Authority into a limited company. As a result, BAA Plc (made up of 

seven UK airports) was floated on the Stock Exchange for f 1.3 billion in 1987. At the 

same time the government's policy (through the Airports Act) encouraged the 

privatisation of airports owned by local authorities and councils. This policy was 

incorporated into the Airports Act, which required all local authority owned airports 

where annual turnover exceeded ^:1 million to become limited companies subject to the 

Company Act'^). The intention was that these companies would later be fully privatised 

and sold to private investors in the same manner as BAA. This has resulted in companies 

such as Birmingham International Airport now being owned by a combination of public 

and private shareholders, with the local authorities continuing to hold 49% of the 

shares.' I However, some local authorities have continued to be the primary shareholders 

of regional airports.

fnra^zsarzoM o/ rAg T^azZways." a cAzz/zge o/ rracA

The railways were another public service to come under the hammer during the 

Conservative regime of the 1980s and 1990s. Post-privatisation experiences of other state 

corporations had demonstrated that they had been inefficient in many aspects, such as

'^ This policy affected airports such as Birmingham, Blackpool, East-Midlands, Humberside, 
Leeds/Bradford, Luton and Manchester, and by 1989 16 airport companies had been created owned by one 
or more local government authorities.
" in 1990 Liverpool airport sold 76% of its shares to the private sector and East-Midlands airport was 
sold to National Express for £40 million. Cardiff and Belfast (a management buy out) have also followed 
the privatisation route.
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their use of labour and other productive factors. Moreover, it was argued that the absence 

of competition or effective regulation had made management unimaginative, slow to 

innovate and unresponsive to consumers' demands (Glaister and Travers, 1993). In 

much the same way as the airports, the railways were to be privatised and sutyect to 

market forces. Following the White Paper of 1992'^, the /(azZway Act was passed by 

Parliament in 1993. This privatisation can again be viewed as an attempt to introduce 

more market discipline into the operation of the railways and particularly in the running of 

the railway stations, as is demonstrated by the then Secretary of State for Transport, John 

McGregor:

...too often under British Rail the stations have been the Cinderellas of the 
system. The [Governments] proposals are designed to bring in private sector 
finance and expertise to exploit their development and commercial trading 
potential and help to provide a more attractive environment for passengers. 
(Quoted in John, 1994, 1).

The privatisation of the railways was a complex process which resulted in the 

break up of British Rail (BR) into more than 80 separate companies. A new body, 

Railtrack, took control of the infrastructure of the railways, such as track, signalling and 

stations, and the property that was available for disposal remained with BR. At the same 

time freight operating companies (FOCs), station operating companies (SOCs), train 

operating companies (TOCs), rolling stock leasing companies (ROSCOs), and train 

engineering service companies (TESCOs) were all set up, each of them paying access 

charges to Railtrack (Hill, 1994; Mellor, 1994). From April 1994 onwards these 

individual companies were transferred into the private sector as individual franchises. An 

example of the workings of this system are the TOCs, which run the rail franchises over 

specified lines for a pre-determined period. In May 1996 Railtrack was privatised for 

1:1.93 billion and in addition to the fixed operational assets of the rail network, such as 

line and signals, 14 m^or stations remained under the direct control and ownership of 

Railtrack. It is these stations that are likely to witness the first evidence of rail 

privatisation in station design, management and service provision (Railtrack, 1997b).

'^ Cm2012 New Opportunities for the Railways: The Privatisation of British Rail.
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fa^e/zfs awff jEToj^f^afg? TVo TwrcAaser,;^ a/^f 'S«/)^/f6M\^ jR^rwmg (Ae 
JVKS.

Just as in the case of airports and railways, there has been a significant change in the 

NHS throughout the course of the post-1979 Conservative governments. Whilst 

successive Conservative administrations remained committed to maintaining the NHS, 

largely for political reasons, there remained considerable scope for restructuring the 

health system. Thus a policy of partial privatisation evolved during the Thatcher years 

which involved some elements being contracted out to the private sector (such as cleaning 

and laundering) and the new provision of private hospitals and health insurance for those 

who were able and willing to pay.

The reforms of the NHS are, however, far more wide reaching than the 

contracting out of secondary services. As early as 1983, with the publication of the 

GrifAth Report, attempts were being made to make the NHS more 'businesslike' through 

the introduction of management techniques drawn from industry. It is interesting to note 

that Roy Griffith (the author of the Griffith Report) was Deputy Chairman and Managing 

Director of Sainsbury's and his report aimed to improve efOciency and value for money 

in the NHS. However, it was not until January 1988 that the Government announced a 

review of the NHS. This followed the funding crisis in 1987 in which some hospitals 

were under such financial pressures that they were taking emergency measures such as 

temporarily closing wards, cancelling non-emergency operations and calling on financial 

reserves to remain within their budgets (Ham, 1994; Ranade, 1994).

This review suggested that the NHS should continue to be centrally funded but 

greater efficiency should be pursued. Further to this, tax breaks were used to promote 

private finance and provision of health care alongside the NHS (Ham, 1994; Ranade, 

1994). This resulted in the number of people covered by private health care insurance 

growing to 13% of the UK population in 1989 and it has continued to grow steadily
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thereafter. Alongside this growth in private health insurance there has also been an 

increase in the number of people being treated in the private sector, so that by the late 

1980s an estimated 15% of all treatment and care was provided by the private health care 

sector (Ham, 1994).

Reforms of the NHS did not seek the direct privatisation of health care but 

reforms have taken place in NHS organisation. In particular, the government paid 

favourable attention to a report by Alain Enthoven, an American economist, who 

espoused a system of internal markets as a way forward for the NHS. The benefits of 

this system of internal markets was supported by the health secretary at the time, Kenneth 

Clarke:

Because it tried to inject into a state owned system some of the qualities of 
competition, choice, and measurement of quality that you get in well run 
private enterprise, (quoted in Ham, 1994, 6).

The government review, that was overseen in its later stages by Kenneth Clarke, resulted 

in the publication of a White Paper WorAung Jbr Pah'gnt^ in January 1989. This White 

Paper stated that whilst the fundamentals of the NHS would remain intact (being 

supported through taxation), reforms would be made. The mtyor change was to be in the 

delivery of health care, which was divided into purchaser and provider roles. Self- 

governing NHS Trusts were set up in the provider role to run hospitals and services, 

whilst district health authorities became purchasers of services. GP practices were also 

given the opportunity to become fund holding purchasers of services for their patients.

This reform resulted in a change from the old system of hospitals being granted a 

fixed 'global' budget to pay for all patient care, regardless of efficiency and the numbers 

of patients treated, to a system whereby the money followed the patients in what has been 

termed a quasi-market situation (Pinch, 1997; Le Grand and Bartlett, 1993; Glennerster 

and Le Grand, 1995). The outcome of this fundamental change in the financing of health 

care was that an internal market was created in which district health authority hospitals
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and NHS Trust hospitals (the providers) would now compete for purchasers (patients 

and fund holding GPs). The justification for internal markets is that they undermine the 

primacy of the providers of services, so providing creating competition which provides 

incentives for greater efficiency (Pinch, 1997; Ham, 1994). Thus, in 1991 the NHS 

managed market came into operation with the first Trusts setting up that same year, 

leading to competition both between the NHS providers and also with service providers 

outside the NHS, such as BUPA.

Changing pA/ZofopAy." a move Zo commeroMZZsm.

The 'privatisation' of the airports, railways and the NHS that took place during the 1980s 

and 1990s was designed to maintain tight control over the Public Sector Borrowing 

Requirement and to reduce state funding of development at these sites. In the case of the 

airports, the government felt ...that airports have the financial strength to raise and pay 

for their own capital Investment." (Doganis, 1992, 28). While this shift in government 

policy and 'ownership' did not lead directly to a growth of retailing in these sites, one 

consequence of privatisation was that the companies' philosophy and approach changed, 

prompting them to seek new sources of revenue and investment.

As argued earlier in this chapter, one of the government's principal aims of 

privatisation was to instil greater private sector practices within public services by 

introducing competition and market forces to run profit making activities. This exposure 

to market forces has led to the services changing their role from being public utilities run 

in the public interest, to more commercially oriented operations, competing for market 

share and striving to increase their share value.
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The privatisation of these organisations has given them greater financial freedom 

and access to funds for investment. This was hugely benehcial to their commercial (and 

retail) development, as Frank Gray^3 explained when discussing BAA:

7%ey were a/way.; oggreMive, 6wr pnvuhsan'oM wiTMedfafeZy gave r/ie/M occeM 
fo rAe marAets wAicA fAey ^fidh V Aave /prevzotw/y/. 7t gave f/iem access fo 
capita//zmd^ and fAey Aave 6egn a6k s^incg pnvadsadon to get^mdi; eofzly. 
Awf (f fAgy were ZaoAmg /or ^20 Md/zon/br zzn axknjrzon m CaOvzcA: ?/ort/z 
fo pzzf ZM reZad 72 years, 75 years ago, wAen 5AA was a naZzonaZzsezf zndzzstry 
r/zaZ money was coming /ronz somewhere else, it may Aave mezznf zAaz yozz 
z7zdn V do a baggage cZaim area somew/zere. IVeZZ when yozz Tzave rbose iWhd^ 
ofc/zozces, in r/ze pasZ^AA mz;^ Tzave gone /or zAc baggage cZazm area and 
fried fo get fbe refazZ money zf fbey cozzTd. Aow zTzey can get f/ze refazZ money 
Zbey wonZ, so zZze access Zo zTze marteZs bzzs been crzzczaZ^r z/zezn. 
(Interview, 10/12/96)

Access to capital markets allowed BAA to borrow f200 million in 1988, a sum which 

had risen to f350 million by 1990 and of this, f 150 million was earmarked for the 

development of Gatwick North Terminal (Doganis, 1992). Likewise the privatisation of 

the railways allowed Railtrack to fund the development of new infrastructure projects that 

had previously been impossible. The optimistic view of rail privatisation was that 

"...attracting private sector capital into station infrastructure creates the potential to pursue 

imaginative development schemes of the type evidenced at Liverpool Street. In turn this 

will make the experience of using stations a more pleasurable experience rather than one 

that must be endured” (Mellor, 1994, 5). Here parallels are inevitably drawn with the 

case of Japan's railways, where the break up of the national railways into private regional 

railways led to large scale investment and the development of the property assets of those 

regional railways.

Privatisation has, however, had additional consequences for the businesses 

affected. Indeed, it is perhaps the change in philosophy at the heart of the organisations 

that is the most important result of the government's policy towards them. As the ties

l^Frank Gray is the Director of Consultancy at Cooke Neil Associates and is an expert on the design of 
airports and the incorporation of commercial facilities within them. He was formerly Marketing Manager 
of BAA and Assistant Director at Houston Intercontinental Airport in Texas, He has also been the Airport 
Retail Editor of ACI Airport Business Magazine.
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between the government and the airport operators have been loosened and the pressures 

to be financially independent have grown, so the managers of the airports have been 

given the freedom and the incentive to become more commercially oriented (Doganis, 

1992). At BAA this shift in philosophy has prompted the senior managers to focus on 

profit and returns, as Jeremy Marshal, BAA's chief executive at the time, stated in 1988 

shortly after privatisation:

Let us be absolutely clear about our main strategic objective, with no beating 
about the bush: Profit. (Quoted in Doganis, 1992, 32).

This frank statement of BAA's strategic objectives was reiterated by the present Chief 

Executive, Sir John Egan, if in a more restrained manner, when he stated that:

The airports business is characterised by steady long-term traffic growth. 
Ensuring that profits match and indeed outpace, that underlying growth is our 
principal managerial task (BAA, 1991, 6).

At BAA, this shift towards what Doganis (1992) describes as a commercial strategy is 

evident by the changes in the managerial structure of BAA and the status accorded to the 

group retail director, Barry Gibson, as Frank Gray explained:

/ f/iM^ f^t (M^fvi^waZ,; ore important, very important, 6wt not so mocA tAe 
inofiviciwai Aut tAe kvei at wAicA tAat akfivaiwai is at. garry GiAson Aappene^i 
to Ae tAe/zrst main AoarfZ commerciai (Zirector tAat BAA Aos Aoki Previowsiy 
tAe commerciai cZirectors Aave Aeen of a service cony'tttty, or trailing, tA^ 
Aave not Aeen main Aoar<i Barry GiAson is main AoarJ ami in tAat context 
Aos seniority over many of tAe ai/port (iirectors.
(Interview, 10/12/96)

This point is supported by Louise Herbert from BAA, when she says that:

Privatisation meant tAat we most maximise owr revenoe in order to sati.^ tAe 
sAareAoiders and tAe only way to do tAat is to get tAe rigAt people in tAe rigAt 
places. (Interview, 4/8/95)

This commercial philosophy is not restricted to the fully privatised airports such 

as those of BAA as Frank Gray argues, it is evident in the municipally owned airports as 

well:
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Evgn f/iowgA fA^ arg rwn Z^ rAg focaZ aozAori!)', /» zAg [/^ 7 x/oaW fg^ zAaZ 
ZMOfZ of z/zg ZocaZ azzZAonZy rwn az/porZs^ arg fZzZZ rzoz on a cozzz/MgrczaZ 6ajw. 
TTzgy Aavg a good rgZazZ _f)czzj o/zJ zAg), arg pusAzng Zo ggZ cozM/zzgrczaZ ZM 
zAgrg. WTzgzAgr )'aa arg ZaZkwg oAozzZ LaZorz, jBrzsZoZ, fajz A7z(7Zaaz7s, 
J^zrzMZMgAazM orMancAg^Zgr. (Interview, 10/12/96),

This point is supported by Steve Hodgetts''^, Commercial manager at Birmingham

International Airport, when he describes the changes in attitude that have taken place in

such airports:

TA^ cozMpony Aoj AozZ Zo rgcogzzzM zAaZ fa co/wzigrczaZ? cZzmoZg gxwZf, 
zAgr^rg, zZ MOW AgZzgvgj zAaZ rgZazZ Zzos Za pZay a grgaZgr Zzz^arZaacg. TTzg 
^zzgfZzon zAgrz zj wAgrg aAoaZ,r zn zAg gonZznwzoM (Zags zAzs azzyporZ/zZ? Zfyazz 
sgg zAg BAA os a»g gzzzZ of zAg caaZZaazazz wZzgrg rgZazZ zs aZZ owZ Zfyaw Aavg Za 
cazMprazMzsg yaar apgraZZaziaZ/acZZzZzgs Za ggZ marg sAaps zn zAgzz (Zb so. Az zAg 
ozAgr gM(Z yozz Aavg goZ zAg pzzrZsZ ZocaZ azzZAorZzy aZzpozfs ZZAg zzs tvAo AgZZgvg 
zAaZ opgraZioMS zs aZZ omZ rgZazZZzzg mz(sz/zZ ZzzZo zAoZ. 7 AgZZgvg zAaZ wg arg now 
moving zowarzZ; a marg mz(ZzZZg paszZzon zn wAzoA rgZazZzng's zn^orZonog zs 
(zoagpZg(Z, zZs zmporZancg zn Zoc(zZzon zs acogpZg(Z aZso, so zZ won 'z Ag 
gompramzsg(Z Ay opgraZzonaZ /Zows.

WA(zZ 7 wzZZ say zs zAaZ gvgn Agrg zAgrg zs a rgaZis(ZZzan zAaZ rgZazZzng ZKZS Zo 
worAfbrzzs. (Interview, 13/12/96)

The development of an increasingly commercial philosophy is by no means the

preserve of the airports as a shift to such thinking also appears to have been an important

factor in the privatised railways. Here, according to Mellor'^ (1994, 1), the climate for

investment in the post privatised era "...can only be reinforced by the introduction of a

more commercially oriented regime in the management of the operational rail assets", a

view supported by Bob Hill'6, the Director of Property at Railtrack, who believes that the

privatised railways approach "...will almost certainly focus on the twin pillars of finance

and management and will involve private sector skills that might come in a whole range

of ways" (1994, 5). Mellor goes on to say that the traditional operational focus of BR (of

t^Steve Hodgetts is the Market Development Manager-Commercial at Birmingham International Airport 
Plc. He is part of a team responsible for the commercial facilities at the airport at both operational and 
strategic levels.
15Andrew Mellor is a principal consultant at Steer Davies Cleave specialising in urban public transport 
planning, management and financial analysis. He has acted as an advisor on policy, pricing, regulatory 
issues, planning and investment strategies for transport operators, local authorities and government 
agencies.
l^Bob Hill is currently the Director of Property at Railtrack. Prior to this he was the Managing Director 
of British Rail Property Board from 1992-1994.
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running a transport network) had led to a neglect of the assets that were in BR's control. 

This neglect is principally reflected in the under-development of land assets and the 

opportunities these represent. Mellor argues that in the past short term budget 

considerations drove the company philosophy making long term investment programmes 

less attractive. In the post-privatised railway, such constraints have been removed and 

greater commercial potential can be attained through a structured commercial approach, 

with the "...long term possibility of repositioning the stations as the focal point for urban 

growth and development, echoing their importance in the early years of the century" 

(Mellor, 1994, 9).

Such long term commercial sentiments are echoed by a representative of the train 

operators, John Nelson^^, when he stated that:

It is vital that we do exploit our station assets to the full, not as in the past by 
means of sell-offs to bridge gaps in public funding but to harness revenue 
streams that will revitalise and strengthen our rail business in the long run.

This attitude is now being formalised by Railtrack in their commercial approach to station 

development and Railtrack are becoming more aware of the twin uses of major stations 

for both travel and buying goods (Hill, 1995). This commercial attitude has led one 

retailer to note:

7%g long fgrm picture is one of trentendous opportunity. TVot oniy/br Roots 
but oko /or tbe privatised network whereby Raiitrack couid generate 
tremendous non-raii income that couid be os sign^cont os it has become/or 
RA4, i.e. more than ticket sales themselves. (Interview, 21/7/95)

Perhaps the most surprising demonstration of the shift towards a commercial 

attitude post privatisation/commercialisation comes from the NHS. Here, pressure to look 

for alternative income streams was coming from the Department of Health prior to the set 

up of Trusts, as Tim Cronin^^ of Southampton General Hospital suggests:

)^John Nelson was BR Group Managing Director, South and East at the time of rail privatisation, His 
role was to prepare the newly formed train operating companies for franchising as part of the 
government’s privatisation plans for British Rail.
'^Tim Cronin is the commercial manager at Southampton General Hospital, part of the Southampton 
University Hospitals NHS Trust, established April 1993 as a second wave trust.
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Going tact fo fAe /pgOf, W, '&Z '&& iAaf forf of fiwg pgno<:( 6^rg ?rwsfj^ 
coTMg info Aging anj A^rg mon^/or pafignfs' onj aii fAaf, wg wgrg ggffing 
iniiiaiivgf, or (iirgcAvgs /?oni fAg Dgparfyngni of AfgaifA fwgggffing fAaf wg 
j^AowAi Ag footing af ways of ggngrafing a«Aiifionai inoomg in AospifaZs fAaf 
coaW fAgn Ag asg</ fo sappig/ngnf pafignf services.
(Interview, 11/8/95)

Acting upon these directives and initiatives was initially restricted due to the establishment

of Trusts which lead to a period of m^or reorganisation for the hospitals. However,

following the setting up of Trusts in the early 1990s, a true commercialism began to filter

through into the hospitals and their management, as Tim Cronin of Southampton General

explained:

Gncg fAaf /rgorgan/sahon/ sgffZgd down pgopfg sfarfgd fo ZooA to Ag morg 
conwigrcfaZ/y awarg, so 7 fAZnA /rom '92, '95 onward; oAvzoasZy rAosg TrasZs 
zAaZ Aad aZrga^ sgz zAgmsgZvgs ap sfarZgd to ZooA aZ ozAgr zAZngs... ^aZ Zz was 
^ozn zAg ZaZg '&0s onwards zAaZ...AospZZaZs Agcazng awarg zAaZ zAgy Zazd a 
vaZaaAZg assgZ zZazZ coaZd oAvZoasZy Ag gxpZoZzgd znorg z/azn Zazd Aggn dong so 
/ar. (Interview, 11/8/95)

For the hospitals, as with the airports and railways a commercial ethos was

implanted right at the heart of the Trust organisation and structure, as July Speck, the

commercial manager of Addenbrooke's stated:

T/ospZzaZs arg AgcoznZng Traszs, zZzgy arg AgconzZng AasZngssgs and zZzg 
nza/orzZy of ZazspZZaZs Zazvg goZ on zZzg Aoard - and zAroagAoaZ zAg AospzZaZ - 
zAgy Zzavg goZ pgopZg wAo Aavg co/ng /rozn ZndasZzy, /ronz zAg rgaZ worZd wZzo 
arg zzsgd zo Zncozng ggngrazZon and nzaAZng money Aecazzsg aZ zAg end of zZzg 
day wg arg a AasZngss and yoa 'vg goZ Zo ZooA az Zz zZazZ way. My AacAgrozznd 
Zs pargZy commgrcZaZ...yoa 'ZZ ^d zZzaZ mosz AospZzaZs Zzavg now goZ nzanaggrs 
wZzA Aorrgndozzs zZzZgs ZZAg Zncomg ggngrazZon managgr...
(Interview, 2/8/95)

The level of commercial management within hospitals also appears to be

significant when considering the commercialisation that has taken place within the

restructured NHS. Just as at BAA, where the importance of commercial revenue has been

illustrated by the group retail director having a seat on the main board, so the importance

of commercial thinking at Trust hospitals also appears to have reached this level. At St

Thomas' in London Ian Williams^^ explained the situation:

*9 Ian Williams is the Marketing and Corporate Development Manager at St Thomas’ Hospital London.
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Wg /kzvg/wsf Aa^/ an m^gmaZ rgorgonwaAon agaw ongf f/n}' Aos's? zs now 
caZk^ Dzrgcfor of CowMgrckzZ S^n/iogj?, j;o Ae /ww o ifgof on fAg execMfzvg. So 
zn rgmzs c^wAgrg we/zf znfo fAg powgr AzgrorcA)) Ag iy on fAg gxgcz^fzvg onj 
Ag Aoj o fzQi zn Zzng wzfA oZZ fAg ofAgr Trzz^f (Zzrgcforj;.
(Interview, 9/8/95)

This level of commercial thinking in the privatised services can be considered to be one of 

the main driving forces behind the diversification of ±e activities of these companies, and 

the retail growth wimessed in them.

Competition in the 'Core': driving towards non-core income

Privatisation and the resultant commercialisation are, however, not the only causes of 

new retail development at the airports, railways and hospitals. Indeed, such policy 

developments need not result in retail development and could, conceivably, lead only to 

greater efficiency in the core activities of the privatised organisations. Additional pressure 

to seek alternative revenue streams has come from competition and the restrictions placed 

on the core activities of many privatised businesses. In addition to privatisation and 

commercialisation, these organisations, together with service stations, have diversified 

into alternative revenue streams in response to falling income from their core activities 

(running airports, railways and providing health care). These core activities have been 

affected by a number of processes including; government regulation of the core activity; 

restrictions on investment capital for those organisations still partially in the public sector; 

and increased competition from other service providers.

RggzzZarZ/zg rAg ZMOMopoZzgs^ arzzZ znrrozZzzczMg 'cowpgZzZzo/z'

Whilst the increased freedom from government control allowed the organisations 

involved to pursue an increasingly profit oriented approach to their activities through 

diversification, market forces and competition were supposed to regulate the privatised 

services and prevent them exploiting their position. However, competition was not 

always forthcoming as some of the privatised services held a natural monopoly position
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(Doganis, 1992). In the case of BAA, possibly the most zealous in its pursuit of profit, 

there were instances where they appeared to be taking advantage of their monopoly 

position. Shortly after privatisation Frank Gray argues that "...they increased 

dramatically their duty-free prices, well above the cost price increase they got from 

suppliers" (Interview, 10/12/96). In a similar manner BAA introduced fees for taxis to 

use their taxi compound at Heathrow and bus and coach companies were told they would 

have to pay a fee to pick up passengers. In addition, controversy centred around car 

parking charges and the restrictions on competition at BAA's sites, leading some to 

suggest that the "...privately owned BAA Plc increasingly gave the impression of a 

rapacious monopolist out to squeeze the last penny from its customers and users..." 

(Doganis, 1992, 32). This public impression of BAA led the Office of Fair Trading to 

approach the Monopolies and Mergers Commission (MMC) to investigate the practices at 

BAA, although this action was abandoned in 1990 when BAA made assurances about its 

future conduct (Doganis, 1992).

Following the privatisation of organisations such as BAA, the government 

naturally has less control over their activities and regulation was left to the 'market'. 

However, in recognition of the monopoly position that many of the privatised airports 

occupy, the government made provision in the 1986 Airports Act to prevent the abuse of 

such a position (Doganis, 1992). This Act placed tight controls on the new airport 

companies and BAA in particular. In particular, direct regulations were imposed by the 

Civil Aviation Authority (CAA) on the three BAA airports, Heathrow, Gatwick and 

Stanstead, and Manchester Airport (Britain's third largest airport in terms of passenger 

numbers - see Table 3.3), with the option of subsequent expansion to include other 

airports.
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Table 3.3 UK Airport Terminal Passenger Numbers 1995.
Airport Passengers (OOO's)

1 London, Heathrow 54,107
2 London, Gatwick 22,383
3 Manchester 14,538
4 Glasgow 5,422
5 Birmingham 5,333
6 London, Stanstead 3,890
7 Edinburgh 3,280
8 Newcastle 2,510
9 Belfast International 2,350
10 Aberdeen 2,243

Source: Manchester Airport Traffic statistics.

The CAA established a formula for regulating the maximum amount that the 

airport operators could levy by way of airport charges. This formula for regulation 

became know as RPI-x, whereby the airports could raise their aeronautical charges 

(aircraft landing charges and passenger charges) by no more than the Retail Price Index 

minus a figure to be determined by the CAA. This formula was to be reviewed every 5 

years and adjusted accordingly. For the first period of 5 years after the Airports Act the 

formula was set at RPI-1% for Heathrow, Gatwick and Stanstead. This meant that the 

revenue these airports received from their core activities fell by 1% per annum for the 

next five years. However, this was just the tip of the iceberg as far as regulation was 

concerned and in 1991, following the first five year appraisal, the Monopolies and 

Mergers Commission (MMC) recommended that the formula be altered from the existing 

RPI-1% to RPI-4% and the CAA proposed that BAA should be subject to a formula of 

RPI-8%. The response of BAA's managers to this severe regulatory regime was to argue 

that it would inhibit its investment programme, to the extent that it may no longer be able 

to build the proposed fifth terminal or the Heathrow rail-link (Doganis, 1992). A 

compromise was struck that involved a sliding scale for the next five years resulting in a 

formula that changed year on year for each of the following five years starting in 1992 

with RPI-8%, RPI-8, RPI-4, RPI-1, RPI-1. The current regulatory formula for BAA has
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again changed slightly in that from 1 April 1997 Heathrow and Gatwick work under the 

formula of RPI-3%, whilst Stanstead is now separated and has the luxury of a more 

lenient regime of RPI+1 %.

Such restrictions on the core income stream for the airports at BAA led to them 

charging some of the lowest airport and passenger handling fees in the world (BAA, 

1995). One consequence of this constraint on the core income stream, and the artificial 

competition it imposes, is the incentive it provides to diversify the activities of the 

company and to expand the commercial activities of the airports that fall outside of the 

CAA's regulatory jurisdiction. In BAA's Retail Report the impact of the RPI-x airport 

charges formula is cited as one of the main reasons that "it is essential for BAA to further 

develop retail revenue" (BAA, 1995, 3). This sentiment is illustrated by Louise Herbert, 

of BAA, when she explained BAA's approach to its revenue sources:

TTzg rgojon 6gAW revenwg 6ging a (friving ^ocfor fs rAe ^acf fAaf we arg a 
rggw/argjpr/vafg corMpony, ;.g. wg can't cAargg wAatgvgr wg Z;&g_/br ZoncKng 
cAarggs and' in /act tAgrg z'j' a /brmw/ajbr al/part cAarggs wAicA ygar on ygar 
rgdwcg tAg actwaZ aZ/part cAargg^ and tAgr^rg car pgrcgntagg nzodg T^-otn 
tAgm. Sa Zn ardgr to jatZ.^ tAg fAargAoZdgr.;, wAo tAg company Zs now 
rgsponjZAZg to, wg Aad to/Znd otAgr Zncomg argoj. (Interview, 4/8/95)

The impact of regulation is not solely restricted to the effects on shareholders' dividends, 

as the capping of the revenue from the core activity also has a huge implication for the 

development of airport infrastructure. In 1995/6 BAA forecast that it would spend fl 

million every day for three years on expanding its airport capacity - and in 1996/97 BAA 

invested f496 million (BAA 1996, 1997). Such a huge capital undertaking obviously 

requires the income to fund it, and as Frank Gray notes, the regulation of the core income 

stream drives BAA to look for alternative sources of revenue:

/ zAZnA zAgy spend f / mZZZZan a day an capZzaZ dgvgZapmgnZs. IVeZZ, wAgn yaw 
arg capped an yawr maZn sawree of Zncame, ar wAar was yawr maZn saurce of 
Znconze and yaw Aave Zo spend a mZZZZon a day, or somewAere near zAaZ ZeveZ, 
yaw Aave Zo geZ Zz/ran* sonzewAere.

BAA Aad no cAoZee AwZ Zo deveZop. TAZs Zs wAere zAey are d^renZ. OzAer 
aZ/porZs Aave a c/zoZee, BAA Zs regwZoZed on zAeZr operaZZonaZ Zzzeonze so zZzaZ Zz 
connoz Znereose Zz and Zn /dez Zz Zs decZZnZng Zn reaZ Zemzs, so zAey Aave Zo geZ 
zAe revenwe/ronz sonzewAere Zo pwZ capZZaZ Znzo zAeZr AwsZness. TTze onZy pZoce 
zAey con geZ zAaZ Zn any sZze Zs zAe conznzercZaZ revenzze. (Interview, 10/12/96)

77



The Production o/o New Retail Enpfrowng/if

In a similar vein, Railtrack is still charged with meeting the costs of the 

maintenance and renewal of railways despite the withdrawal of government subsidy. This 

commitment to infrastructure development has led Railtrack to announce a fl billion 

progranune for station regeneration at 2,500 sites by the year 2001, as part of a wider 

programme to invest f4 million a day on the railways (Railtrack, 1997b). Whilst this 

scale of investment appears impressive, in June 1997, one month after the announcement 

from Railtrack, the transport minister, Gavin Strang, said that the industry was under 

investing and that the government was determined to bring about change through 

increased regulation. Furthermore, Railtrack also now has to achieve a return on the 

capital employed, of 5.1% in 1994/5 and 8% in 1997/8 (Mellor, 1994; Glaister and 

Travers, 1993). With no natural competitor. Railtrack is externally regulated on its core 

activity by the Office of the Rail Regulator (see Glaister and Travers, 1993; Foster, 1992 

for a review of these). And as in the case of BAA, Railtrack is regulated using the RPI-x 

formula. For Railtrack this formula has been set at RPI-2% until 2001 and as Andrew 

Mellor explains:

Since the track access charges which Railtrack can levy on franchisees are 
controlled by the Rail Regulator, to achieve its financial targets Railtrack will 
need to generate a rising amount of non-regulated income.

Regulation thus provides a strong impetus for diversification and the expansion of 

alternative revenue streams, although it does not necessarily explain why the other airport 

operators, who are not regulated by the RPI-x formula, would choose to operate in the 

same way. In these instances, airports are restricted on the level of investment they can 

make in their airports and those controlled by local authorities, such as Birmingham 

International, have been severely restricted by the Public Sector Borrowing Restrictions. 

As Steve Hodgetts of Birmingham International explained:

We/Z we are more constrained than BAA are at present because we are 
counted towards the Public Sector Borrowing Restrictions, so in actual fact 
we can 7 go to rAe /Market/br ofour /leed^ Z/ecaufe t/ie treeww/y won 7
give wj- cover /or Zt. (Interview, 13/12/96)
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In 1993/4 such restrictions meant that only f 12 million of expenditure was available to 

the 26 municipally owned airports - a figure that fell to f8 million in 1994/95 (CIR, 

1995). When these figures are compared to investment levels of fl million pounds a day 

by BAA and the project at Manchester (municipally owned) to refurbish Pier B of 

Terminal 1 that is costing f7.5 million alone, it becomes apparent that the incentive for 

such municipally owned airports to seek alternative income streams is also increasingly 

strong.

In addition to these restrictions on their finance, however, is the fact that airports 

such as Birmingham do not yet have sufficient passenger numbers to generate enough 

revenue to fund infrastructure development. This leaves such airports in something of a 

paradoxical situation whereby they require capital to develop the site in order to generate 

greater passenger levels, which in turn, would provide greater income to fund future 

plans. So far the solution at these airports appears to have been one of full privatisation, 

as in the case of Cardiff and East Midlands Airports, which provides easier access to 

private capital for investment. However, in 1990, Birmingham Airport adopted a 

different strategy by setting up a company, half of which was privately owned, which 

could then get access to private capital and so circumvent the Public Sector Borrowing 

Restrictions. This process of using private partners to fund development at Birmingham 

has recently gone a stage further with the sell-off of 40% the company to NatWest 

Ventures and Aer Rianta, the Irish airport operator. This sell off takes that share of the 

company out of Public Sector Borrowing Restrictions and in so doing frees up access to 

the markets for capital in the future.

Restricting the Public Sector Borrowing Restrictions is not the only manner in 

which the core income of those airports remaining in local authority ownership is 

restricted. Such airports are not able to raise their aeronautical charges (to the airlines and 

passengers) to give them the income they would desire (one that would cover all 

infrastmcture development costs) because they are operating in a competitive market. The
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fact that BAA and Manchester airports are regulated on the charges they can levy at 

airports has had a knock-on effect for the non-regulated airports, as Steve Hodgetts of 

Birmingham Airport explained:

TTzey [BAA] have set the /Toor wirA r/iar, ^eccMje rAe;? c/kzrges' are/hZ/mg Zn 
reaZ ren^j gvery ygar. 7yowr,s grmv Zn reaZ renn^ gve/^' year rZign we titre 
pwtrZng OMMgZve,; of a compeZZzZvg (ZZfgfZvwiZagg, and w/zZZsZ Zen ygara ago 
zZiere u/as a 6gZZ^Zn titZ/porZj^ <%s^ ,$y6'Zg7Ms and z/zar zAeZr pZaces Zn z/ze AZerarcAy 
wooZd Ae aZZocaZed Ay zAg govgmzngnz, Zgn ygoM fZncg zZig 7986 AZ/porZs Acz 
ZkM modg Zz a conzpZeZgZy open pZayZng/%gZd...So wg'vg Aeen compgZZzZvgZy 
cons'ZraZngd on oar agronawZZcaZ Zncomg fZrgonw. AZrZZnes^ zAgnzsgZvgs' Zzavg noZ 
Ziod zAg AgfZ f^zZAigs ...TAaZ'jt onoz/zgr conjtZraZnZ on agranawZz'caZ Zncozng 
jZrgonw Agcoofg yow con 'Z ovg/prZcg Agcazzsg aZZ yow arg going Zo do Zs gZzAgr 
AanArapZyonr aZrZZng or drZwg zAgnz gZjgwZigrg .
(Interview, 13/12/96)

The previous Conservative administrations believed that competition and market 

forces would provide a superior set of services by stimulating greater efficiency within 

them. So far I have demonstrated that in the case of the airports, railways and hospitals 

this new regime has produced the incentive to diversify, with retail growth being one 

aspect of that diversification. I have also demonstrated that within these privatised 

industries, true competition is still limited but has none-the-less resulted in pressures to 

seek alternative income streams, including retailing. In the next section I will examine the 

case of the oil companies and their service stations, which have been exposed to market 

forces for much longer. In so doing, I will demonstrate that the competitive forces in the 

oil industry have produced a similar situation to that witnessed in the newly privatised 

industries. That is to say, falling profitability in their core income streams has resulted in 

increased pressure to diversify their activities into retailing.

LZvZag wZzA ZAg compgZZZZoa.' sapgr/MarAgZ.; znopg ZaZo sgrpZgg sZaZZo/zs

In recent years the service stations have suffered from a combination of forces that have 

conspired to make their core business of selling fuel a much more difficult and 

competitive business than it was only ten years ago. Probably the biggest factor that has 

changed within the fuel retailing industry has been the introduction of greater 

competition. This increase in the competitiveness of the fuel retail market can be primarily
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attributed to the market entry of the large supermarket chains. These supermarket chains 

have taken their share of the fuel retail market to 17% (see Table 3.4), a figure that is 

expected to stabilise at about 25% of the market (Kirkpatrick, 1994). The impact of the 

supermarkets' entry into the market is noted by Clive Head, group retail manager at 

Mobil^:

Tlgfco^ Aave 6ggM jg/Zing pgrroZ/br/bwr yearj owZ Zn a rgcenf /n^zrAgtZ/ig 
5izrvey arg rZzg ZnsroMt nw/M^gr ong recall for pgtroZ. So rZzgy'vg Zga/?/roggg6Z 
over aZZ rZzg oZZ co/MpanZgs. (Interview, 3/8/95)

Table 3.4 Share of fuel sales 1992 and 1994.

1992 1994 % point 

change

litres bn % litres bn % 1992-94

Esso 4.44 18 4.34 17 -1

Shell 3.64 14 3.58 14

BP 2.89 12 2.81 11 -1

Texaco 2.51 10 2.3 9

Mobil 2.03 8 1.53 6 -2
Grocery
multiples 2.88 12 4.34 17 +5

Others 6.7 27 6.64 26 -1

Total 25.09 100 25.55 100

Source: Mintel (1995)

The impact of the supermarket multiples is more significant to the service station 

business than just the effect that they have had on market share. Possibly the most 

significant impact they have had is that of effectively lowering the price of fuel and

^^Mobil merged its UK marketing and refining activities with those of BP on 1st November 1996. The 
result being that BP will operate the fuels side of the business and Mobil service stations will be 
converted to BP's livery.
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therefore the margins that can be made from selling fuel. The reason that the supermarket 

chains have had such an effect on the price of fuel is explained by Mark Melvin of 

Texaco, as being part of their competitive stance against other grocery retailers, as well as 

being an essential ingredient in extending the notion of the one stop shopping experience:

Tlgjcos wfZZ wjg pgfroA not ar a ZoM Zea^fgr 6wr rAgy ^o nor nzake o kr of 
/Money, moyZ/e poimf one pence per Zirre and rAaf \f nozZung. jBwZ o/%e, zAoZ'f o 
jervZce Zo zAeZr carZo/nerf, owZ Zwo iZa onoZ/ier oZZroczZon Zo geZ peopZe Zn. 7zs 
/noAZng are of o piece of ZoniZ zZiey Ziove oniZ...iZ oZZbws zZie/n Zo re/nain 
co/npeZiZive.

WizZi peZroZ price.r zZiere 'f )^r Zoo /nwcA cAoice, yon can cZrive cZown zZie roa^Z 
ancZpajf, yoa can pass Zen peZroZ fZazZo/w in a Zen /niZe Zi/niZ, z/^y're eve/y 
coapZe pfmiZef. 7%ere'.r Zoo /nacZi cZioice zo rip zAe carzo/ner r^ yoa Ziave Zo 
6e co/npeZiZive, ...yoa Aave Zo 6e co/npeZiZive on price, oZ/ienvij^e zAeyfa.rZgo 
Zo zAe nexZ one^f (Interview, 23/8/95)

This reduction in margins due to ±e competitiveness that the supermarkets have 

brought to the market is compounded by the fact that the industry is suffering from an 

excess of refining capacity. The effect of which is described by Clive Head:

IViz/iin oar /narkcz oar /nain proiZacZ, wAcrc wc arcd Zo /naAc aZZ oar /noncy 
fro/M, if Z/aficaZZy storing fro/n a cZaffic dg/nand a/aZ fappZy proZ/Zc/n. 
fcopZg (Zon 'z nggfZ af /nacZi of iz aniZ z/icrc 'f aZ/foZaZeZy /naffcf of iz on Z/ic 
/nar^Z. We Zazve Zo procZace iz anzZ zZzc proccffing pZanZf zZazZ we've ZnvcfZczZ 
in cofZ an aZ/foZazc^rZane fo cvc/yonc if waizing /or fo/McZ/od^ cZfc Zo fZzaZ 
zZicir rc/ing/y, Z/aZ anZiZ Z/azZ Zaippc/zf zZicrc wiZZ aZwayf Z/c over capaciZy. 
(Interview, 3/8/95)

Such over-capacity conspires against the service station operators as it allows the 

supermarkets to buy and sell fuel more cheaply. At the same time, the supermarket chains 

do not have the relining infrastructure and the attendant financial outlay involved in 

continually investing in such infrastructure. Moreover, the growth in car sales has been 

slower than expected so over-capacity has proved a long term dilemma (Mintel, 1995). In 

addition to this decline in the demand for cars, those that are being produced are 

increasingly fuel efOcient. A significant point for fuel retailers, as noted by Clive Head 

when he said:

^'The effects of supermarket pricing on the oil companies can be witnessed in the adoption of the Price 
Watch scheme at ESSO, plus similar schemes at other petrol retailers, which guarantees the lowest price 
within a two mile radius, including the supermarkets.
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Fbw onZ} ngg(/ a s'/naZZ Z/nprovg/ngn/ Zn TT^g fo Aavg a (Zra/MafZc e^cf on fAe 
ZoMg rongg prgfZZcfZoyw of dgmawt (Interview, 3/8/95)

Retailing fuel has thus become an increasingly competitive and low margin 

business, one that is further compounded by the effects of government policy and 

legislation. The government's policy has been one of discouraging private car use, a 

policy supported by increasing taxation on motoring costs, with a commitment to raise 

fuel duty by at least 5% per year (Joseph, 1995). In July 1998 the duty paid on a litre of 

unleaded petrol costing an average price of 65.5 pence was 44.0 pence, or 67% of the 

total, on top of which 17.5% VAT is charged, whilst the fuel costs 8.0 pence, overheads 

of the retailer 3.1 pence and profit a miserly 0.5 pence per litre (Institute of Petroleum, 

1998). So whilst there has seemingly been a growth in the market for petrol, oil and 

antifreeze of 36% between 1990-95, that figure included tax rises, ensuring that in real 

terms, there has been a 15% decline in the market since 1990. In addition, iccent 

environmental legislation which targets the petrol forecourts has introduced controls over 

ground water and soil contamination, bringing further costs to petrol retailers in the UK 

(Kirkpatrick, 1994).

The impact of the increasing competitiveness and capital costs of petrol retailing 

can be witnessed in the falling number of service stations, which have declined from 

24,108 in 1982 to 16,971 in 1994 with projections that the number will be down to 

around 15,000 or even 9,000 by the year 2000 (Kirkpatrick, 1994; Mintel 1996; Barrow, 

1996). This reduction in the total number of stations must be set against the increase in 

supermarket sites selling petrol which have expanded from 294 in 1990 to 556 by 1993 

and stood at 704 in 1996 (Valentine, 1996). In addition Tesco broke new ground in 1994 

by operating completely stand alone service stations - Tesco Express - again highlighting 

their significance and impact upon this sector.

Such competitive and legislative pressures have led the petrol retailers to the 

conclusion that change is necessary, as Clive Head of Mobil summarised:
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rr^K/zZioMaZZy fZzg prq/^Z Mix over Zierg ZizM tggn oZzozzf &();/0.'70
^gZ. vaZgZmg.fAop/. f gopZg fZzowgAz weZZ yeaZ: fAof'.$ fZze w/zQ, zZ fZwwW 6^, 
wg'rg a pgfroZ cz)/MpzzMy, wg fgZZpgfrz)Z fAar's wAar wg Anow. TTzg 
szzpg/TyizzrAgZs come OM fAe sceng o/z^Z seZZ Zr ZZAg a ArowZ, ZzAe AZgscq/B...awZ 
OMCg you srarT ZosZng /MarAeZ sAzzrg zAgn szzzWgnJ^ pgopZg sZo/i cAangwg zAg 
way zAgy ZooA aZ zAgzr Azzs!»gss...7bz:Zay wg wzznz Zo Ag morg gvgnZy spZzZ zn 
owr ocZZvZzzgs. TAaZ's wAaZ Azzs Aggn Az^^pgnZng zn zAg /wgZ zMzZzzsZry, pgopZg 
Aavg Aggn cAzzngwg. Tfwg zZan'Z cAongg yozz'rg noz gz)wia Ag zn Azzszngss, 
owrZwg'rg noZZaZAZzzg ZzAg Zwoygars ZZz»g, wg'rg ZaZAZng zAzsygar. 7zzs zAaz 
AzzrcZ az zAg z»z)w%gnZ. (Interview, 3/8/95)

This comment from Clive Head of Mobil has proved to be very accurate. In November 

1996 BP and Mobil merged their UK forecourt activities, a move which was followed by 

the formal union of Elf, Gulf and Murco in the UK, meaning that of the 'seven sisters' 

who dominated the oil world for nearly a century, three sisters (Mobil, Gulf and Murco) 

disappeared in the UK overnight (Rowland, 1997).

Conclusion

The organisations studied in this thesis have become more flexible and diverse in their 

operations in recent years. This diversiEcation of their operations is clearly illustrated 

when examining the development of retailing within their sites. Retailing has come to 

play a signiEcant role in the income generation, profitability and the physical 

infrastructure of these organisations, to the extent that they can now be considered as 

post-Fordist service providers. Such profound changes are seen to be in response to a 

variety of political and economic influences that have been impacting upon the airports, 

railways, service stations and hospitals in recent years. An examination of these political 

and economic particularities demonstrates how they have stimulated change in each 

sector. The ways in which these organisations have adapted, and continue to adapt, their 

operations to the political and economic environment is one of the fundamental reasons 

for the growth of retailing at these sites.

During the Conservative Governments of 1979-1997, public sector services, 

including airports, railways and hospitals, were radically transformed. The changes 

involved the adoption of private sector practices such as competition, choice and
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measures of quality within these services. In the case of the airports and railways, this 

was largely achieved through their privatisation. Within the NHS, such objectives were 

pursued by what has been termed commercialisation, with one outcome of this being a 

shift to NHS Trusts and the promotion of private health care provision. However, 

privatisation and commercialisation did not lead to total economic and political freedom 

for these organisations. Indeed, regulatory bodies put in place to prevent the privatised air 

and rail operators abusing their monopoly positions (and to improve efficiency within 

them) presented these organisations with a situation whereby revenue from their core 

activities was actually falling per passenger. This falling profitability of the core services 

placed the air and rail operators in a similar predicament as the oil companies, who's 

profitability was falling in response to both increases in government taxation on fuel and 

direct competition. The falling profitability of the core services in the airports, railway 

and service stations thus provided the economic incentive for these organisations to seek 

alternative profit centres.

The airports operators, rail operators, oil companies and even the NHS trusts 

were able to pursue such alternative profit centres as a result of changes to their corporate 

cultures brought about in response to the political and economic forces outlined. In all of 

these organisations the managers have been given the freedom and the incentive to 

become more commercially oriented. Indeed, the corporate culture of these organisations 

have changed to such an extent that commercial managers are present on the board of 

directors in all cases, from the oil companies to the NHS Trusts. This level of commercial 

development and change to the corporate culture resulting from privatisation and 

commercialisation provides the incentive and ability to seek alternative profit streams. 

Retail growth in airports, railway stations, hospitals and service stations is one 

manifestation of this diversification into alternative profit streams that has taken place in 

the last twenty years in .
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CAap^gr Fowr 

Fe^aiZrMg OM ^Ag Afove

Introduction

In this chapter, I discuss the reasons that retailers have chosen to locate in airports, 

railway stations, hospitals and service stations. I argue that political and economic factors 

have combined to create a retail landscape in which these locations are considered to 

represent opportunities for growth by the retailers concerned. Whilst I will demonstrate 

that differences exist between the various retailers, I will also draw out various 

similarities that exist between them. Each retailer has been subjected to the same changes 

in government policy regarding retail development, each has had the opportunity to take 

advantage of technological advances in retailing and the increased locational flexibility 

these bring about, and each has been operating in a changing landscape of retail demand. 

As outlined in Chapter 1, retail growth in airports, railway stations, hospitals and service 

stations is considered to be the product of a complex relationship between landlords, 

retailers and consumers. Examining the role of the retailers in these relationships, and 

their reasons for locating in these sites, is the purpose of this chapter. By examining the 

political and economic influences affecting the retailers and their responses to these, the 

role of retailers in the changes taking place in these new sites of consumption becomes 

visible. I begin by briefly placing the changes taking place at airports, railway stations, 

hospitals and service stations within the wider context of retail change in the UK, before 

going on to look in more detail at the influences on retailers in new sites of consumption, 

thus seeking to explain the growth of retail in sites such as airports, railway stations, 

hospitals and service stations from the perspective of the retailers. I conclude the chapter 

with a brief examination of the problems associated with these locations and demonstrate 

that airports, railways stations, hospitals and service stations do not represent a panacea 

for retailers in the future.
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Ke^a/Z cAangg in fAe f/AT

The 1980s was a period of growing consumer confidence engendered by economic 

growth, rising personal incomes, increases in asset values (particularly house values) and 

a measure of political confidence. The physical result of this consumer confidence was a 

massive demand for, and subsequent growth in, retail facilities in city centres and in new 

out-of-town locations^, in effect following the North American example (Jolly, 1995; 

Eve, 1995). If academic authors are to be believed, the scale of these changes in the UK 

are truly monumental and that "Britain's high street revolution is... the most significant, 

far reaching economic and social phenomenon of the age" (Gardner and Sheppard, 1989; 

see also Kay, 1987).

In the late 1990s the out-of-town retail park and shopping mall seem to be an 

integral part of the retail landscape in the UK. Yet, despite their seeming omnipotence 

they have had a relatively short life, with out-of-town retail warehouses only appearing in 

the UK. from the mid-1970s onwards (Guy, 1998). Brent Cross, the country's first out- 

of-town shopping mall was not built until 1976, and the first out-of-town retail park^ was 

not opened until 1982 in Aylesbury. This last development has been described as the 

'third wave' of retail decentralisation, taking comparison goods such as clothing, 

sportswear, toys and household furnishings out-of-town (Schiller, 1986,1987; Brown, 

1990; Guy, 1998).

Despite this relatively short history, out-of-town retailing boomed during the 

1980s and early 1990s, When the relaxation of restrictive planning legislation made it

It should be noted that out of town retailing is not a single homogenous entity, and comprises several 
different facets which include convenience shopping, edge of town retailing, factory outlets and regional 
shopping centres which are likely to continue to diversify in the future (Pieroni, 1996). 

^ Retail parks are defined as consisting of at least three retail warehouses (Guy, 1998). 
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easier to expand. Between 1983 and 1995 the out-of-town share of total retailing floor 

space increased from 8.5% to 22% in the UK (see Table 4.1). By the end of 1996, there 

were 385 retail parks in the UK, with a further 125 under construction or with planning 

permission in June of that year (Guy, 1998). There has been a similar shift in the pattern 

of sales, with the proportion accounted for by out-of-town locations growing from 7.6% 

in 1983 to 27% in 1994 as seen in Table 4.2.

Source: Verdict and NWS Estimates, Verdict (1995)

Table 4.1 Out-of-town penei ration (space)

Superstores as % of space 1983 1994

Food retailers 17.8 38.1

DIY 27.3 62.2

Electrical 4.7 24.6

Furniture and Carpets 11.1 23.6

Other 1.0 4.5

Total Retail 8.5 22.0

Total retail Ex-Food 5.1 18.0

Source: Verdict and NWS Estimates, Verdict (1995)

Table 4.2 Out-of-town pene:Oration (sales)

Superstores as % of sales 1983 1994

Food retailers 18.0 61.0

DIY 25.8 51.5

Electrical 5.9 21.2

Furniture and Carpets 11.2 26.8

Other 4.1 3.2

Total Retail 7.6 27.0

Total retail Ex-Food 2.2 10.2

88



Retailing on the Move

Such Hgures demonstrate that whilst out-of-town retailing has been on the increase, it is 

by no means the dominant form of retailing in the UK (with the notable exception of food 

retailing, where out-of-town locations now account for 61% of total sales). However, 

predictions for future retail development show that the growth witnessed to date can be 

expected to continue in future years and by 1998 the high street is expected to account for 

only 61% of retail space and 44% of retail turnover (Verdict, 1995). Furthermore, the 

number of scheduled retail openings in these out-of-town locations is also expected to 

overtake retail openings in traditional high street locations in the near future (see Table 

4.3).

Table 4.3 Scheduled Retail Openings

Year Town Centre Out-of-town

m sq. ft.. % of total m sq. ft. % of total

1995 2.4 80 0.58 20

1996 2.66 72 1.04 28

1997 2.78 54 2.35 46

1998 1.66 46 1.92 54

1999 0.68 25 2.06 75

Source: Hillier Parker, Jolly (1995).

This increase in retailers locating in out-of-town locations is also supported by trends in 

property development which indicate that the m^ority of large retailers in the UK are 

concentrating their expansion in out-of-town locations rather than the traditional high 

street (Retail Week, 21/6/1996). Such further expansion is also predicted by Dr 

Christopher Pieroni^, Head of Consultancy at Colliers Erdman Lewis, when he stated 

during interview that:

^ Christopher Pieroni is head of research and consultancy at Colliers Erdman Lewis, amongst his 
responsibilities he is involved in asset enhancement strategies and retail forecasting.
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Pgspffg f/ig Zargg growfA ;»fAg our-qf-fovi/M jgcfor (f w j/zZZ onZy a /wmonfy of 
rAg wAoZg rgfozZ ^gcfor. TTzgrg appears ^o 6g pZgnfy of j^copg/br confzMWg<j 
gaponf(on, iwfggf/, footing /bnvortf !n fAg j^Aorf fgnn, fAg frgn^/ fowordj owf- 
pf-roM/M j^gg/TU fgf fo confznwg. (Interview, 12/11/96)

In explaining this growth in out-of-town retailing there appear to be two 

significant factors to consider; first, the cost push on the retailers and second, the demand 

pull from the consumers (NatWest Securities, 1995). Out-of-town sites appeal to the 

retailers because they exhibit distinct cost advantages over the high street, primarily in 

terms of lower rents and rates. Moreover, the chance to build and design stores with less 

planning restrictions and with better access is also important, as Stephen Embley^, of 

Aukett Associates, commented during interview:

TAg )igwrgj; fAat 7 Aavg rg.;garcAgj wzgf fggn .f^r tAg [//K wowW wkffcorg tAaf 
fAg ggMgraZ trgMd'^r rgfaz/mg w oat-pf^tawM. TAat zs^ fa z/a wAA vanaA/g .;i(gf, 
rAg cast af Zaa4 acagM fa tAat Zaa4 e<we af gfgvg/ap/Mga/ aazf ZacA af 
rgstnchans ar aaMjaZratfaa /» tAg pajf. (Interview, 15/11/96)

Added to these economic and planning advantages, there has been a further bonus 

that consumers appear to be equally attracted to out-of-town locations as the sites 

typically offer greater choice, ease of access/parking, lower prices and greater in-store 

space. There have also been lifestyle changes, largely relating to increased car ownership 

and usage and changes in working hours which have fuelled these demands^.

The diversification of the retail landscape that has taken place in the UK during 

the last 15-20 years is not restricted to the development of out-of-town centres. During 

the late 1980s and throughout the 1990s retailers have increasingly looked to take 

advantage of what can be described as a captive audience. That is to say that they have 

been locating retail activities in locations where there is a through-flow of potential

4 Stephen Embley is a director at Aukett Associates, who are responsible for developing new retail 
concepts and implementing these for a range of leading retailers including Sainsbury's, Marks and 
Spencer, Tesco, ASDA and Virgin. In the transportation sector Aukett Associates are involved in a range 
of airport and railway projects including landside and airside developments at Manchester, Heathrow and 
Gatwick, as well as the refurbishment of Paddington station.

^ These issues of lifestyle change and consumer demand will be explored in greater depth in Chapter Five. 
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consumers primarily engaged in alternative activities but with time on their hands.

Airports, railway stations, hospitals and service stations are all places where retailers are 

taking the shop to the customers. These sites are not, of course, the only examples of 

retailing moving to the consumers, as is illuminated by the growth of retailing in ofOce 

buildings, ferries, museums, sports stadia and developments in home and internet 

shopping. However, the sites examined in this thesis are emblematic of such 

developments, illustrating the ways in which retailers can take advantage of people who 

are at particular locations for alternative purposes, such as travelling, working and health 

care, rather than shopping.

Retailing on the move: the forces of change

Owr-o/-ro)vn, owr o/ /hvoMr; pZannmg /^oZicfg^ and r/zc rmpfrca^mns /hr 
retailing

Whilst there has been a dramatic growth of retailing in out-of-town locations in the last 

15-20 years, it is argued that "almost every innovation in retailing - a new store, a new 

product, a new retail format - requires the approval of some public agency" (Jones and 

Simmons, 1990,420). The development of out-of-town retailing has recently been 

threatened by government planning guidelines for retail development, and the ability of 

retailers to locate out-of-town may be curtailed by government policy in the future (Jones 

and Simmons, 1990). Government policy towards retail planning is outlined in Policy 

Planning Guidance notes PPG6 'Town Centres and Retail Development' (1996), PPG 13 

'Transport' (1994) and PPG 13 'A guide to better practice: Reducing the need to travel 

through land use and transport planning' (1995). The key policy guidelines of PPG6 are 

to stimulate planning to promote the development of town centres; to ensure a sequential 

approach to selecting sites for development, including retail; to support town centres; to 

promote mixed land use in town centres; to facilitate coherent town centre parking 

strategies; to assess the impact of retail developments on town centres; and to ensure 

accessible public transport and manageable car use. In their broader remit, these guidance
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notes suggest a m^or shift in policy towards supporting town centres and placing town 

centres at the heart of regional planning. This remit is supported by planning guidelines 

which state that less central locations cannot be considered for development before the 

town centre has been fully considered. Furthermore, town centres are argued to be 

preferential to out-of-town locations because they act as a hub for public transport 

networks and can reduce car use, particularly as one car journey will then be used to 

perform several activities in the town centre. Car use is not however penalised under this 

planning guidance, as PPG6 clearly states that town centres "...must remain attractive to 

people who arrive by car" through management of access and proper provision of 

parking facilities (PPG6, 9).

The latter part of this synopsis of PPG6 (Town centres and retail development) 

points towards the proposals presented in PPG 13 (Transport) which seek to influence the 

overall level of car use through the location of development, and retailing in particular. 

The key features of PPG 13 are concerned with reducing the growth in the length and 

number of motorised journeys; encouraging alternative means of travel which have less 

environmental impact; and reducing reliance on private cars. As far as the development of 

retailing is concerned, these policy notes highlight that the location of development 

should be considered in conjunction with transport provision in a way that reduces the 

length and number of journeys, or fosters the use of public transport, cycling and 

walking. In considering the private car in particular, PPG13 notes that development 

should be promoted in urban areas where alternative means of transport are available. 

Failing this, m^or generators of travel demand, such as retailing, should be sited in 

locations where alternative means of transport are highly accessible (PPG 13, 1994, 

1995)

These policies are aimed at reducing out-of-town development and thus car use. 

Indeed, shopping accounts for 20% of all journeys, making it second only to journeys to 

work (21%) (Joseph, 1995). It is also argued that these journeys have been growing in 
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number and length, with the average number of trips increasing by 27% since the mid 

1970s and average journey length growing by 57% during the same period (PPG13, 

1995). It is suggested that these increases are primarily due to the growth in the number 

of shopping trips to out-of-town locations, and an increase in the distance travelled by 

shoppers to reach these new retailing sites (PPG 13, 1995; Joseph, 1995). These policy 

notes can therefore be read as an attempt to reduce the environmental impact of retail 

developments by encouraging retailing to locate in local town centres (O'Connell, 1997). 

Indeed, during interview Stephen Embley, of Aukett Associates described these policy 

notes as:

Acting rogct/zcr as piZiars a/^tarc cnvirawncntplanning... /wAic/i? a/iaurg 
cAangg in government is uniiAeiy to change 6. (Interview, 15/11/96)

It is unlikely that there will be a return to the relative planning freedom that existed 

during the 1980s in future. Once the remaining planning consents are taken up it is 

expected that the number of planning consents for out-of-town developments will fall 

dramatically and the short term picture of out-of-town growth will alter signiEcantly. 

Indeed, of the 54 proposals for out-of-town regional shopping centres proposed prior to 

1989 only 6 are likely to be built (Hallsworth, 1994). Consequently, these policy 

guidelines are likely to act as a strong brake on retail development at out-of-town 

locations, effectively halting the third wave of decentralisation (Hallsworth, 1994; Jolly, 

1995; Tinworth, 1997; Retail Week, 21/11/97). This point is not lost on the retailers 

themselves, as Mark Fitzgibbon^ of Sock Shop noted during interview:

Zfthg gevemment don't cdow, dug to ZcguZadcM, space to he deveZoped out- 
qf-ZewM, then we wZZZ never ggt retaZZ parZes hoomZng. We have aZreody seen a 
rgstrZetZon on retaZZ spoeg hgrg. (Interview, 10/7/95)

The new guidelines have forced developers to rethink their retail strategies and demand 

for retail space on the high street is already increasing (Davies, B. 1996; Evans, 1997;

6 Note that this interview took place prior to the 1997 General Election. It has also been noted by DTZ 
Pieda Consulting that following the election of Labour, “retailers are facing a stricter regime than under 
former-Environment Minister John Gummer” (Retail Week, 28/11/97).

■^ Mark Fitzgibbon is retail director of Sock Shop.
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Retail Week, 28/1197). Indeed, the high street seems unable to meet the demands of the 

retailers for space, and so in spite of PPG6 and PPG 13, demand for out-of-town sites 

and venues continues to grow, driving up prices of those locations as investors become 

desperate to acquire new sites (Tinworth, 1997; Guy, 1998, Retail Week, 10/1/97).

PPG6 and PPG13, therefore, provide a significant impetus for retailers to explore 

alternative sites or forms of retailing which are not legislated against in these particular 

guidelines^. Stephen Embley of Aukett Associates described such locations as:

W/zere there is an adequate available catchment area, land with high transport 
accessibility and pene/ra/ions, 6wt Zow eMv/rowMentaZ (7Mp<3c/ /Aat wZZZ cownter 
?/ze Zn/ZwgMcg q/Pf Gd an^Z 73 on^Z tZz^ growing sensZtZvZry o/'gnvZrowMgMtaZ 
Zo66Zgf. (Interview, 15/11/96)

Future retail location, could therefore be closely tied into the transport infrastructure, as 

Stephen Joseph^ suggests:

If shopping becomes less car based, then there is less need for it to be out-of- 
town. If future investment is focused on public transport corridors, and on 
giving priority to public transport then shopping will have to follow (Joseph, 
1995, 8).

Linking retailing to transport connections, corridors and termini provides opportunities 

for sites such as airports, railway stations, service stations and, to a lesser degree, even 

places such as hospitals to become the focus of retailers' off-centre growth. These sites 

are often conveniently located for retailing and are not affected by PPG6 and PPG 13, as 

Stephen Embley explained when discussing the possibilities for retail growth at airports: 

Airport.^ are .yZZwaZecZ Zw many ca^gf wAere zAey wowZ^ Aave rAe Zeaff 
gnvZranmgnZaZ impact, yet tA^ arg zAg fwppZZgrj afgxcgZZgnZ Zn/rajZnarZarg 
ZZnA:;, raad^, raZZ, aZr aAvZaajZy. 7/ waz/Zd fggm appraprZaZg Za mggzZng zAg 
nggdj af zAg PPGj^, gjpgcZaZZy 73, wAgrg yaw arg aAvZaa.;Zy ZaaAZng Za naZ 
JgygZap /hrzAgr zraj$7c nggd^ amZ yaw Aavg aZja gaZ Za Aavg zAg mZnZmwm 
gnvZranmgnZaZ ZmpacZ, wAZcA wawZZZ sggm Za .ywZz zAa^g aZ/parZ ZacaZZanf. Faw 
Aavg aZsa, ^yau ZaaA az zAe ZacazZan af aZ/parZ;, gaZ a Zargg caZcAmgnZ arga 
wZzAZa a rgZaZZvgZy .yZiarZ ZravgZZZng zZzzzg Ay car ar Ay raZZ amZ agaZn zAaZ wawZd' 
fggm Za mg Za pwsA zAafg sarZ a/sZzgs ZnZa prZmg/wZwrg arga.;^r rgZaZZZng. 
(Interview, 15/11/96)

g See Wrigley (1998), Guy (1998) and Langston, Clarke and Clarke (1998) for a recent examination of 
how changes in land use planning have created a new retail environment which the supermarket giants and 
retail parks have responded to.

9 Stephen Joseph is director of Transport 2000, an environmental organisation.
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A similar situation exists for the development of retailing at railway stations due to 

local authority planning requirements to promote growth along public transport corridors, 

mainly railways, in accordance with PPG 13. Such requirements, it is argued, lead to the 

development of retailing at transport nodes and interchanges between modes of transport 

(Joseph, 1995). Indeed, the possibilities for retail development in transport termini are 

already being recognised by the privatised railways, as Bob HilP^^, the director of 

property at Railtrack explained:

We believe that the ability of stations to serve their local catchment areas is 
one of their greatest strengths and is an area which could be developed 
profitably. This thinking is helped by a recent government move to limit the 
growth of out-of-town shopping as part of a belated initiative to reduce 
dependence on cars (Hill, 1995, 2).

From the interviews conducted with landlords, property developers and 

consultants, it appears that the airports, railway stations, service stations and, to a lesser 

degree, sites such as hospitals, represent a spatial fix for the retailers who desire to locate 

in out-of-town locations but are restricted from doing so by recent government planning 

guidelines. It is therefore likely that these sites will come to the attention of retailers and 

developers wishing to continue retail expansion away from the traditional high street 

without violating PPG6 and PPG 13 in the future.

Whilst the property developers, consultants and landlords argue that there is a 

positive outlook for the future development of retailing at airports, railway stations, 

service stations and even hospitals as a result of the policy guidelines, it remains to be 

seen whether the retailers also believe that these sites represent the future of retail 

development in the UK. In terms of the railways, a senior manager of one retail company 

said that railway stations represent an opportunity for a dramatic development of retailing:

*0 Bob Hill is currently the Director of Property at Railtrack. Prior to this he was the Managing Director 
of British Rail Property Board from 1992-1994.
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Wg 'pg /kk/ co»vgrsaf!o/w w/r/z RazZfract anz/ (Agre gyg aomg ^yfaAozw arowwf 
fAg goMnf7^'..jAg)''rg no^ uMz^wg j'faAozw Agcawsg fAgrg cowW Ag /norg fAon 
700, wAgrg A w possible fo AwAA onfo fAg sfaAon a goMvgnzgngg Awszngsj'. 
(Interview)

Similarly, the airports are seen to be developing as a shopping centres utilised by the 

surrounding population, in addition to ±ose passengers catching a plane, as Mark 

Fitzgibbon of Sock Shop noted:

Ar GarwzcA SourA rAg 'vAAzgg', rAar w rAg ngorgsr rAing ro o sAoppzng cgnrrg 
/br ZocaZ pgppZg zrz an azrporT rAar 7'vg gvgr w/rngs^gA, anA wg Anow 
OMTfgZvgs, /r()^ owr fA^onr/ owr /Monagg/Mgnr rAor on a Sarwrdby onJ Swnr&ry 
ar GarwzcA SawrA you wAZ get families ga/nzng/ranz CrawZgy anA 
5ngAra»...anA wg Anow/ram awrpgapZg onA raZAAig ro rAg cwframgrs, rAar Zr 
Zf an rAg increase. (Interview, 10/7/95)

It is therefore argued that the changes to the regulatory environment at national 

and local levels, as outlined in PPG6 and PPG 13, have had a significant impact upon 

retailers' locational strategies. It is argued that these policy changes have led to decisions 

by certain retailers to locate in airports, railways, service stations and hospitals. In this 

way sites such as airports, railway stations, hospitals and service stations can be 

considered as locations in which a fourth wave of retail decentralisation is occurring. 

However, it is recognised that changes in planning policy are recent (1988, 1995 and 

1996), and even though retail development in these locations has a relatively short 

history, a substantial amount of retailing existed in these locations prior to these planning 

guidelines restricting out-of-town growth. It would seem, therefore, that these planning 

policy guidelines represent a substantial driving force for contemporary and^farg retail 

development, rather than being key to what has already happened. To date, planning 

guidelines cannot be considered to have been the m^or driving force behind the retail 

developments already witnessed in airports, railway stations, hospitals and service 

stations. This line of argument was supported by the retailers in the interviews conducted 

for this research who considered the guidelines as an issue for their future development 

and not a factor in their choices of location thus far.
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Z/^rwa^MM fgcAMofog^}.' fAg Ag), fo g%pZo;^mg »gw pZagg^ o/ con^ampfion?

Whilst it seems that planning policy has not, thus far, been a m^or influence on retailers 

locating at airports, railway stations, hospitals and service stations, several authors have 

suggested that the increased prevalence of information technology within retailing has 

been one of the driving forces of change in the retail sector since the 1970s (Wrigley, 

1988; Wrigley and Lowe, 1996; Hallsworth, 1992; Guy 1988, 1994; Pieroni, 1996). In 

this section I explore whether advances in technology and the increased prevalence of IT 

account for retailers choosing to locate in sites such as airports, railway stations, 

hospitals and service stations.

As IT has been deployed in ever more sophisticated ways within the retail sector, 

so it has altered the ways in which the industry works. The adoption of Just In Time 

(JIT) delivery. Electronic Point of Sale (EPoS) and Electronic Data Interchange (EDI) by 

UK retailers (particularly the m^or grocery retailers) has facilitated a significant reduction 

in the ratio of warehouse to sales space required by retailers (Lowe and Wrigley, 1996). 

Furthermore, the integrated management of sales, stock, and orders from suppliers has 

led to increased predictability of delivery and a shortening of delivery times, from 48 

hours in the 1970s to 12 hours in the late 1990s (Wrigley, 1996; Hallsworth, 1992). The 

adoption of such technology by retailers would appear to offer distinct advantages to 

retailers wishing to locate in airports, railway stations, hospitals and service stations due 

to the logistic and spatial challenges of these sites. These characteristics were described 

by Sundeep Kakar^' of WH Smith during interview:

Owr zj /hr more Zz^ a szzpgrzMarAgt anJ zr rg^zzzrgj' coMj^rzznr 
rgpZenzsZz/Mgnr. Bemg a6fg to ho Z/zaZ Aoj a hearzMg on rZzg size of zhe zznzt onh 
<^zzzrg o/rgM we Aave a zzzzzr of a size tAor zs too sozoZZ/br rZzor ZocoZzon, fo z7 Zs o 
constant roZZ over and replenishment that allows us to be in the airports or 
rozZwoys. (Interview, 8/8/95)

1' Sundeep Kakar is finance and development manager at W H Smiths. His responsibilities include the 
development of both existing and new business in the airport and station retailing environments.
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Reductions in requirements for stockroom space, allied to increasingly efficient 

replenishment systems would therefore appear to be prerequisites for retailers to locate in 

these logistically challenging locations. However, whilst retailers in these sites 

acknowledge that these are difficult trading locations which require efficient stock control 

to prevent "out of stock" notices, all but one of the company representatives interviewed 

argued that the technological advances proffered by EPoS, JIT and EDI were not 

influential in their decision to locate at such sites. Rather, they argued that technological 

advancements, particularly EPoS, have been more beneficial in the day-to-day 

management of the business, as William Chellingworth'^ of Burberry/Scotch House 

explained:

/r Ag^^ rAg TManaggM on tAg ^'tocting sidg and d Ag(pf 6} aZZowing r/iem to 
pZan rZzgZr day. TAgy con pZon rAgZr ftoj^Argot pgrZod;, nggd fo do 
admZnZjrrodoM wort...o/id rZtgy rowgAZy tnow wAgn wg org going fo Ag Anjy 
ond w/ign rAgy org going fo Ag ^wigf. (Interview, 26/7/95)

Such comments provide a critique of the argument presented by Wrigley and 

Lowe (1996) that "it was not so much day-to-day flexibility that these firms sought and 

prized from their JIT systems but control..." (p.l3). Indeed, it was remarkable to find 

that a considerable number of the retailers studied for this research did not have EPoS in 

operation, further emphasising the fact that technology has not driven retail change, nor 

been a pre-requisite for those choosing to locate in such new and challenging places, as 

Steve Robinsoni^ of John Menzies explained during interview:

Mgnzfgf i» of now, rAis migAt found crozy, Ant it Arun't got tAgm fEPoS 
fyftgmf? in tAg fitgf tZiotyon'rg intgrgftgd in. So wg Ziovgn't got tAgm in 
oi/portf, wg Ziovgn't got tAgm in roiZwoyf ftotionf or AofpitaZf...wg'rg putting 
tAgm in now Agcoufg trying to run fomgfAing ZiAg GotwicA witAout ftocA and 
faZgf in/bmiation is AZoody di;$7cuZt. Zfyou faw tAg opgration tAot wg run at 
GatwicA, and SmitZu run in tAg famg way, ondAZpZia fduty^gg? it's 
primitivg, it is rgaZZy rgaZZy primitivg. Wg 'vg got monuaZ ftocA f Aggtf, 
figuring out Ziow mucA you'vg foZd, ftocA roonu tAat arg miZgf away^om 
tZig fAop andpgopZg witA troZZgys moving ftocA acroff tAg fitgf, it's axfuZ. 
(Interview, 19/7/95)

*- William Chellingworth is Group Retail Director of the Burberry/Scotch House group.

*2 Steve Robinson is managing director of John Menzies retail and previously worked with Barry 
Gibson (group retail director of BAA) at Burtons.
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The nature of the responses of the retailers interviewed for this research was unexpected, 

given the emphasis academics have placed upon the role of technological innovations in 

fuelling retail development (notably Wrigley, 1988a, Wrigley and Lowe 1996; 

Hallsworth, 1992). However, the discrepancies between such academic work and the 

evidence collected in this thesis may be accounted for by the fact that whilst such authors 

tend to discuss the retail sector at large, the m^ority of their data refers to the major 

grocery retailers.

IT has also had a m^or impact on the data collected by retailers, allowing them to 

focus on consumer preferences and purchasing behaviour. Indeed, it has been suggested 

that the most significant impact of IT in retailing has been in the possibilities it proffers to 

retailers to reach their chosen markets (Guy, 1988, Hallsworth, 1992). As Christopher 

Pieroni of Colliers Erdman Lewis explained:

TAgrg arg two specie trgn^^ ;n tAe retazZ sector wZtZz regards to its use q/ZL 
Firstly, in-store customer information. Retailers are collecting information 
about their customers’ socZo-ecoMOTuZc cZass and wZzat tZzey want....77zg 
secotzcZ advantage of 77 Zs Zn product dZ^j^^rentZatZon otzd contpetZtZve 
advo/ztagg. .By ^owZng Tzzorc oBowt wAat t/zc ozarAet want, 77 etzoBZes 
rctoZZers to dZjg'ergMtZotg t/zenzseZves Zn terms of products, Ztz terms of ZzotZz type 
and range qfprodwet c^red, and aZso wZzere tZzey p^^er t/zose prodzzets. 
(Interview, 12/11/96)

By knowing what customers want and where they are likely to consume such goods, IT 

can be seen to have a direct influence on retailers' locational strategies. IT, particularly 

through an analysis of geodemographics, can be seen to play an important role in 

companies choosing to locate in airports, railway stations, hospitals and service stations, 

where they see a market for their goods^^ .

One way in which the advent of new technology may truly affect the location of 

retailing is through the opportunities it presents for new ways of shopping, notably using 

the internet. An example of retailers using the internet is the Barclay Square "virtual-

1^ This issue is examined in greater depth later in this chapter (p.l 15-120) and in chapter 5.
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mall", whose retailers include Sainsbury's, Victoria Wine, Argos and Toys R Us 

(Singleton, 1996). Such technology clearly opens up greater locational flexibility for 

retailing and shopping and schemes such as Barclay Square provide the possibility of 

shopping from any communications point, be it stationary or mobile (Pieroni, 1996). An 

example of this retail mobility can be seen in British Airways' recent approach to in-flight 

sales, whereby the passengers are offered an interactive, virtual, duty free store from the 

comfort of their airline seat, with the assurance that the goods will be available before the 

duty free trolley gets around to them. Retailers can thus offer a wider range of goods, 

without the space or weight penalties of normal in-flight operations literally anywhere in 

the world (Gurton, 1995). These changes to retailing could lead to a future in which 

retailers have more in common with distributors than retailers, as the transportation of 

goods becomes the key to retailing success (Pieroni, 1996).

jLaMd/ord x/ruregms m uirporA, ruiZway sZuZZu/zs^, Aos^piZaZs and sgrrZcc 
stations: getting the mix right

To date issues of planning policy and technological changes in retailing, as discussed in 

the previous sections of this chapter, have only had a minor influence upon the decisions 

of retailers to locate in airports, railway stations, hospitals and service stations. But what 

does account for the attraction of these new retail places? Interviews conducted with 

retailers indicated that the landlords play a significant role in retail growth at these non 

traditional places and as was discussed in Chapter Three, the landlords have faced a 

number of political and economic pressures on their traditional core functions which have 

led them to develop their retailing roles.

Many of the retailers interviewed for this research highlighted the primary role 

played by the landlords in designating a retailer mix that would fit their site. This landlord 

involvement was described by Steve Woodbridge’5 of Hamleys during interview:

*5 Steve Woodbridge is operations manager of Hamleys the toy store.
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M%6n fA^ fgf ly fAg pZww ^7" fAgfg pZocgj /fAg &%w/Zonk? dgffgnafg fAg i^pg 
ofsAop fAar fAgy wonf awf TpAaf %7g (^rgfaifgr fAaf ;s, Agcaa;g (Agy arg 
f/ymg fo Aavg fAg ngAr Mu: fAgrg rAaf is goAig fo maxAnwg rAg (aAg, vpAicA 
TMaxi/nisgs fAgir cwf. (Interview, 7/8/95)

Such a strategy typically resulted in landlords approaching the market (the retailers) to 

tender bids for units servicing a particular retail niche, be that ladies/gentlemen's fashion, 

flowers, books, or newsagents. The individual retailers were then invited to bid for those 

units, with the retailer best fitting the landlord's criteria being awarded the tenancy. 

However, several of the retailers interviewed argued that the role of the landlords was not 

restricted to just designating the retail type for particular sites, as Sundeep Kakar of WH 

Smith explained during interview:

7ro«^irio»o//y you wowW nor Aavg gof rAg ZiAgs of/Vgxt or wAafgvgr going to 
rAg oi/porTs or otAgr sAgs, or B/ozgr. TTigfg pgppZg wouW Aovg ngvgr rAowgAt 
of It Ant /Ag oi/port coMiponigs Aovg ocAioZ/y iA)ng fomg rg.;gorcA omj foAf 
rigAr (Ao/'s wAor owr cii.r/onigrj; wont owf rA^ Aovg ocAioZ/y gong on^f 
opproocAgif /Agfg rg/oiZgr& (Interview, 8/8/95)

This view is complimented by Mark Fitzgibbon of Sock Shop who said that the airports 

initially approached his company with an attractive proposition to locate in their sites, and 

of BAA he said:

TTigy Aovg gn/icgj many wgZ/ Anow)!zfAion rgfai/grs to Aavg a go, / mgan 
/Agrg'.;Sg(/rA/ggfajwg//as/ifarro2rani:/yow'vgAajica/Zygo/rAgAgfr 
picAg^f, aZmoft ZiAg cAgriy picking rgtai/grs'. (Interview, 10/7/95)

The situation of the landlords approaching the retailers in the initial phase of retail 

growth is not restricted to the airports and the airport operators. Rather, in all the sites 

studied for this research (airports, railway stations, hospitals and service stations), the 

landlords had initially approached the retailers concerned. Mark Melvin, the retail co­

ordinator of Texaco, explained that Texaco spent four years persuading Pizza Hut to open 

stores within Texaco's service stations. A m^or reason the landlords approached 

specialist retailers is ±e perception of quality they give to the customers, a perception not 

associated with generic stores. This image of quality is important to both the overall 

image of the site, but more significantly, it is important in generating consumer
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confidence to shop in these sites 16. This notion of changing perceptions was described 

by Mark Melvin of Texaco, when discussing the impact of Pizza Hut on their forecourts:

7%g wWe pcrcgphon fq/^rAe .^rgcowrf? Aar cAwiged and rAar's Aecaare we 
reaZZy parAed Znm geAwg f Zzza Z7ar, yaw waaZdA V gef fAat/ram a Texaaa 
PZzza. (Interview, 23/8/95)

This view is supported by the media officer of Harrods, Michael Cole, when he 

described the reasons for Harrods locating in airports such as Frankfurt, Hamburg and 

particularly Heathrow:

WgZZ Barry GZAfan% /gfoap retad dzrgctar ayBAA? ArZef waj: fa razM rAg 
pra/zZg af refaZZ ,rAappZ»g Zn aZ/parfr .^ZZawZng zZze prZvadraZZan, ^am Z/ie aZd 
Zmagg af Ager and.^gj:. TAg way Ag wgnt aAawt rAZs, and ^aZtg rZgArZy, w&r Za 
ggZ f/arradj Zn zZigrg, Ay daZng zAZr gvg/yang gZfg waaZd/aZZaw...GZAsan was 
rZgAr Agcaasg Zafs afpgapZg Aavg naw /aZZawgd AZarradr, many af zZigsg 
campanZgs wauZd dg^nZfgZy Aavg nazgang ZnZa zAZs Zfwg Aad naZ. (Interview, 
7/7/95)

Whilst the validity of the final sentence of this statement is debatable, it is apparent that 

the presence of particular retailers at the airports, railway stations, hospitals and service 

stations is the result of the landlords of those locations targeting them specifically, a 

suggestion that is given credence by the retail development manager of BAA who said 

that:

Owr orZgZnnZ fZrnZggy war Zo Zry and gnZZcg somg qf zAg AgfZ AZgA fZrggZ namg,r 
ZnZo zAg aZ/porZ Zn zAg AgZZgf zAnZ ozAgr,r wowZd ZoAg zAgZr Zgnd and/bZZow. TAg 
company ZAaZ acZuaZZy AZcAgd q;$^zAg j^pgcZaZZsZ gnZZZy woj; TZg BacA, zAgy wgrg 
Aggn Zo ggZ Zn ar zAgy ,raw Zz ar on apparZzmZzy, wAgrgar oZAgrf nggdgd 
pgrjoodZng. (Interview, 4/8/95)

From the interviews conducted with retailers and landlords, it appears that in the 

initial stages of the development of retailing in airports, railway stations, hospitals and 

service stations, the landlords approached the retailers to locate in those sites, often on 

favourable contracts (in the eyes of the retailers). As such, it is argued that initially at 

least, the landlords are responsible for luring retailing into their new locations, and that 

the retailers themselves are somewhat 'reluctant revolutionaries' in this regard (see

*6 The issues of branding, image, perceptions and the role of specialist branded retailers in generating 
consumer confidence are examined in detail in Chapter 6.
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Brown, 1990). However, as the number of retailers in these sites has increased and the 

demand from retailers wishing to locate in them has grown (as the landlords hoped), so 

the balance of power in the relationship between landlords and retailers has swung firmly 

towards the landlords. The landlords, especially the airport operators, are now in the 

position of having more retailers wishing to locate in their sites than they have space to 

accommodate. This in turn has meant that the landlords have been able to raise rent levels 

and reduce the length of contracts on offer at their locations and it is clear from this 

research that retailer-landlord relationships are different from those relationships 

established in traditional high street locations.

jRerarZ reZarmns; Zorvards a parZ/rgrsAZp approach

Retail relations have come under close scrutiny from several authors during the 1980s 

and 1990s. Much of this literature has noted a sea change in the relationship between 

manufacturers / suppliers and the retailers / buyers since the 1970s (see for example 

Gibbs, 1988; Gardner and Sheppard, 1989; Morris and Imrie, 1991; Crewe and 

Davenport, 1992). This sea change has come about as the organisation of the retail 

industry has shifted and capital and power has been concentrated in the hands of a small 

number of giant corporations. These large corporations have replaced many independent 

retailers which existed in the food and clothing retail sectors prior to the 1970s (Crewe 

and Davenport, 1992; Gardiner and Sheppard, 1989; Wrigley, 1988; Bowlby et al, 

1992). Many of these authors have noted a shift in the balance of power away from the 

manufacturers towards the retailers, to the extent that the retailers have come to dictate 

their requirements in terms of cost, quality, design and delivery times for goods to the 

manufacturers/suppliers (Crewe and Davenport, 1992; Bowlby et al, 1992). In this 

section I wish to examine the relationships between retailers and landlords at airports, 

railway stations, hospitals and service stations, in order to firstly, establish whether this 

relationship is an important factor in the growth of retailing in these locations and 

secondly, to question whether such relations signal the future for retailer-landlord 

relations in more traditional retail locations.
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The retailers interviewed for this research highlighted the differences in their 

relationships with landlords at these new sites of consumption when compared to those at 

traditional high street and retail parks. Traditional high street and retail park relations are 

predominantly based upon standard 'institutional lease' terms, characterised by 25-year 

leases with upward only rent reviews every five years (Guy, 1994,1998; Saunders, 

1995). Furthermore, traditional retailer landlord relations in locations such as shopping 

malls are often conducted via investment managers for the 'institutional' landlords, who 

are based in London (Freedman, 1998). This arms length approach is in stark contrast to 

the situation at the sites considered in this thesis, where the relationship between 

landlords and retailers is much closer and the rental arrangements are invariably turnover 

agreements!'^, as Simon Hawkes of Burtons explained during interview:

/f M a niorg coZZotoraizve sei wp 6gcnwsg it's in tZigZr mfcrg^'f/br yow to do 
well...If you could put the high street on the same footing as say the oZ/port.r, 
o pgrcentogg c^mmovgr rotAgr tAo»/bced rgnts, rZzgn Zt wowZd pwt fo/Mgr/zing 
ZzocA: into t/ig AZg/z ftrggt pgr/bnMOMCgf. But thg ZondZorok on tAg ZzZgA ftrggt 
org prtzpgdy moMoggmgnt; not rgtoZZ ond fo don't corg wAot Zzt^gnf os Zong 
os tZzgy ggt t/zgZr rgnt. (Interview, 31/8/95)

The primary benefits for the retailers, and the reason why they prefer turnover rents, is 

the way that the risk is spread between the landlord and retailer. Retailers prefer turnover 

rents because in periods of poor sales their rent is reduced in line with turnover, rather 

than becoming a disproportionate Axed cost on the business, as would happen in a fixed 

rent agreement, typical of the high street. Such turnover arrangements suggest that 

relationships between landlords and retailers are moving towards a two-way partnership 

for the greater benefit of both parties. This two-way approach was highlighted by Ian 

Cheshire of Sears^^, who described the relationship with the airport authorities as:

!^ The turnover rents employed by the landlords of the sites studied in this thesis are typically 
characterised by a minimum guaranteed income above which the landlord receives a percentage of the 
retailer's income. This contrasts with the fixed term agreement, in which the rent is a fixed amount per 
month regardless of income.

*8 Ian Cheshire is group strategy director of the Sears group as well as being the Chairman of Thomas 
Pink.
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Nothing ZiAg a fro^ZifzoTzaZ Zon^ZZorc^ fA^ arg much Mtorg ZZAg a ca?w?%grcZaZ 
parDigr^TTzg} arg macA Miorg awarg (^rgfaZZ a/z^Z fAg wa} rgfaZZ worAs 
AgC(^g of zAgZr ra/Tzovgr a/kZ parrZc^arZon, con^arg<Z Zo jayZng w/g arg an 
Znj'ZZZaZZonaZ Zan^ZZorfZ an^Z ZaAZng a/Z%g(Z rgnZ. (Interview, 8/9/95)

The development of partnership approaches between retailers and landlords was also 

emphasised during interview with July Speck, the commercial manager of 

Addenbrooke’s Hospital, Cambridge. She described her role as a landlord as being very 

pro-active, stating:

On the control of zAg wnZZs, gvgz]' wggA zAgy gZvg nzg zAgZr/zgwrgs, so / can 
monitor zAgZr zaAZngs.../ can compare zZiaZ wZzA Zasz wggA or Zasz year a?kZ ZooA 
aZ zAg varZoMS cZZ;^rgnZ ZgvgZs of turnover. 7 am aZso ZnvoZvgd Zn zAg marketing 
of zAg sAops, so Zf one of zZzg sAops Zsn 'z doZng particularly wgZZ wg sZz down 
Zo dZscass wAaZ can Ac dong zo Zmprovg Zz, can we do promozZons.
(Interview, 2/8/95)

Such an example does not suggest that the relationship between retailer and landlord is 

one way. Indeed, the landlords of these sites undertake much of the advertising for 

retailing at these sites (see Figures 4.1 and 4.2), with BAA undertaking a £2m campaign 

in UK magazines (Retail Week, 23/5/97).

BURGER
TcRack

KING

Figure 4.1 Retail advertisement by Railtrack

Al ihe Upper Crust we are dedicated Io 
freshness and quality. Every baguette is 

freshly baked by us and filled with the tastiest 
high quality ingredients. Once filled our 

baguettes are neyer disployed for more ihon 
three hours and that's guaranteed (every 

baguette has a collar with a lime stamp). Our 
delicious pastries ore freshly baked 

throughout Ihe day using real donish pastry.

FREE OFFER WITH THIS VOUCHER

WHEN YOU BUY ANY BAGUEHE
We me atuoled ol Euslon Stolion in ihe Food Court ond on Ihe main 
concourse next Io plolforms 8/9 and on oil London moinlne stofions. 

(Offer vaM only ol these locahons). Offer closes December 30th 1994.
Nol valid in coniunclkin with ony olher offer.

The size of the drinks included in the offer ore Orongho (250ml), Coffee 
(Slandord), CocrKolo (Slondord).

r/re t«r kgufOd rrriAr A« siirr.

Buy one and 
get one free 

with this voucher 
at 

Burger King 
Euston Station 

(2 Restaurants)
Terms & Conditions 
I. Offer only valid in restaurants stated on voucher 
2.Voucher cannot be exchanged for cash 
3.Voucher cannot be used in conjunction with any 

other offers
4 Only I voucher per transaction
5. Used vouchers to be retained by restaurants 
6. Offer available until November 12th 1994

•Appllei enfy to londird Whopper

£2 off 
when you 

spend over 
£25

RAILTRACK
tu*t»n M.ilHiii IS mi» iii.iii.ii;r<l l»v K.iilu.itk .mil 

Olli *1.111 wi-.iiiiiK ili'liiHlivc i;"''’' iiiiilocm* will 

be ple.iM'il 111 .T.si*t you xvhi-n you visil lu'.Kiii.

rfcMW (.tie .Kfi.inC.iK" of I,n* ifwi wf iiHiTx vonl.ifoirf 

inlbio ;Zii» Z« .ilkf .imZenfO* *(ii» VmpfwoK .il fusion.'

^ Property Board

Source: Railtrack Station Guide
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Figure 4.2 Retail advertisement by BAA

This partnership approach to advertising presents these non-traditional locations in an 

integrated and assertive manner to consumers’^. Furthermore, the landlords undertake 

considerable programmes of market research and customer analysis, which they make 

available to their retail partners. This helps the retailers in the partnership make decisions 

on which product lines to stock, a role acknowledged by Ian Cheshire of Sears:

They are very helpful in that they provide figures on t/ig people and tAe (ypej 
qfpeopZe walking f/irowgA tAe door. Tom tnow wAo d is, wAere f/iey ore 
going. TTiof is o 6ig Ae^ and if is wAaf you Anow/rom tAe demographics and

’^ A similar approach to common advertising/marketing is noted by Guy (1998) when discussing retail 
park developments.
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wAaf yow con db wffA fA^ 6k6:6ajg (Aaf you pro^wce fAaf /j' a 6;g Agk.
(Interview, 8/9/95)

Some landlords appear to be taking the notion of partnership with the retailers 

further still by entering into management deals with the retailers, whereby the 

management and profits are shared evenly between the two partners. This process is 

particularly developed at the airports, as described by Richard Jones of Allders^"):

7%g moMagement contract r/kzt RAA /ww pwsAc(/ tArowg/z wztA ottrfg/vef wKf 
AZpAa zs^ vgyy i»novatzvg...tAg Aen^t of nzovzng to o /Monoggmgnt controot zs 
t/zot zt Arcoks down tAc tAcnz and zzj syndronze and actzzaZZy pzzts you on o 
co/nnion/botzng. (Interview, 16/8/95)

Such relationships between the landlords and the retailers appear to have 

similarities with the changes witnessed between buyers and suppliers noted at the 

beginning of this section. In the retailer-supplier relationship, the retailers were seen to be 

dictating their requirements in terms of cost, quality, design and delivery times for goods 

(Crewe and Davenport, 1992; Bowlby et al, 1992). In these new retail locations, it would 

appear that the landlords take on a role similar to that of the retailer, demanding a certain 

product mix, quality, style of store and length of opening. The retailers in airports, 

railway stations, hospitals and service stations are therefore in the less powerful position 

as suppliers, providing the landlords with the retail 'product', the shop that they desire. 

But here, as in retailer-supplier relations more generally, a notion of partnership and 

favoured partners arises (see for example Crewe and Davenport, 1992). Such retailer­

landlord relations in these sites demonstrate how politics and power play an important 

function in shaping the retail landscape, as has been argued in relation to retailer-supplier 

relations.

The retailer-landlord partnership is furthered by the lack of competition which 

exists between retailers of the same product category in most airports, railway stations, 

hospitals and service stations. This lack of competition has been attributed to the

20 Richard Jones is marketing manager of Adders Duty Free.
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comparative lack of space that such sites offer for comparison shopping, but it is also a 

deliberate strategy of the landlords, as Steve Hodgetts of Birmingham International 

Airport stated:

There’s less competition, we 6fo»'r believe in atfrihon, tve 6gZf6V6 in 
satisfying every one of owr segments t/iot owr customers ore ar/ring/br wirA o 
e/%oj:en partner anJ tAey wiZZ tAen 6e tZie onZy partner rvorAZng (ZZreetZy Zn tZzat 
nZoAe. (Interview, 13/12/96)

Understandably, retailers view this lack of direct competition as a distinct benefit of 

retailing in these locations, as William Chellingworth of Burberry/Scotch House argued: 

In a temtZnaZ t/iey eZon 't teneZ to have t/re space necessary to Zzave Zots of nZce 
ZZttZepro^Zwct ranges groapecZ. So yoa won't Zazve tAree sAoe sAops Zn a row. 
Tn tZazt sense tAe game Zs^fzZrZy weZZ weZgAted Znfavoar of tZze retaZZer Aecaase 
tZiere aren't severaZ pZaces yoa can Aay an Ztem antZ wZazt yoa are goZng to get 
is far more tZme oat of tAe castomer tAan yoa waaZcZ Zf tAey were normally 
sAoppZng. (Interview, 26/7/95)

Moreover, these developments are not particular to the airports and these relationships are 

currently most apparent in the service stations, where there is usually only space for a 

single retailer. Such restriction on the retail floorspace in the forecourts has resulted in a 

series of high profile corporate partnerships being forged between oil companies (the 

landlords) and grocery retailers as outlined in Chapter Three (see Table 3.2).

The changes to the retailer-landlord relationship outlined above offer a radically 

different approach to retailing in the UK. However, it is argued that the partnership 

approach pioneered in these locations may become more commonplace in the future, as 

the ‘institutional’ landlords of malls recognise the benefits of this partnership and 

turnover rent approach. Indeed, it is argued that one of the most interesting facets of 

Cribbs Causeway, the new mall opened outside Bristol, is Prudential’s^i decision to 

implement a policy of 100 per cent turnover based rents (Freedman, 1998). Graham 

Maskell the Prudential portfolio development director argues that Prudential have 

discarded their former policy of 25 year leases in favour of a policy of actively managing

21 Prudential is the institutional landlord, owning approximately £300m of the £400m development. 
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the shopping centre. In a similar vein to the landlords, such as BAA, Railtrack and the 

NHS trusts, studied here, Maskell believes that turnover based rents develop trust and a 

relationship, where their is a mutual aim to improve retailer performance. A further 

benefit of this approach is argued to be the optimisation of retail tenant mix (Freedman, 

1998).

Despite the apparent benefits of operating in these locations, and the improved 

retailer-landlord relations they appear to proffer when compared to traditional locations, 

some retailers feel that the balance of power in the relationship is weighted heavily in 

favour of the landlords. This is a subject that I will explore later in this chapter, when 

examining the potential pitfalls of retailing in these locations.

fegr /pressure (frfvmg comperirioM

Whilst the landlords have played a significant role in the decision of the retailers to locate 

in airports, railway stations, hospitals and service stations, they cannot be considered to 

be the single driving force behind retailers wishing to locate in these sites. Indeed, during 

the interviews conducted for this research it became apparent that these sites encapsulate 

the wider competitive forces witnessed in the retail industry. Further to this, as a function 

of their geographical location, these sites represent unique retailing environments and 

opportunities to the retailers which separate them from the traditional retail locations. It is 

to these competitive and geographical issues that I now turn.

As retailing has become increasingly widespread and established at airports, 

railway stations, hospitals and service stations, so the presence of the initial retailers, 

such as Tie Rack and Harrods, have prompted their peers to consider these sites as 

potential locations for development. This view that a retailer's peers can influence their 

location strategy is supported by Ian Cheshire of Sears who suggested:

TTiere arg /gw pZoces tAat you co/i &) sotgAAg qpgrafzorw an^/ wg AoJ sggn rAg 
success with that of Harrods, who have done pretty well, and we had a 
rgoso/i to AgZzgvg it was possiA/g to Aavg a Zuxury spin-Oj^at tAg

109



Retailing on the Move 

airport...Once 5AA jfarfg^f fo ggf f/ig ngAf retailer mix i/ien gvg/^/^od^ 
wonfg^ fo go into if. (Interview, 8/9/95)

This opinion was complemented by Richard Jones of Adders, who considered the 

retailers' choice of such locations:

7f^ n situation w/torg if one retoi/grgogj^ in otAgrs wii//bZiow...ggAing 
rgtoi/gr^ Zi^ Dixons /into tZzg ni/ports:/ r/wzr's cZearZy goo^Z/br tAem Agcow^g ns 
you get ong competitor going in, tZign cZeorZy tZigir Jirgot competitors nrg 
rAinAing n Zof morg oAont it. (Interview, 16/8/95)

Evidence of retailers following their peers into new retail environments can be 

seen when considering the growth of retailers at service stations (see Chapter 3, table 3.2 

in particular). However, as more retailers follow each other into the same new retail 

environments, demand for floorspace increases in these locations, raising the prices paid 

for a site. This increased demand was recently illustrated when 110 retailers applied for 

only 14 outlets at Heathrow's redesigned Terminal One. Over time, the pioneering 

retailers, such as Tie Rack, have thus seen their operating conditions become less 

favourable, leading Roy Bishko to state that "Sock Shop followed us like Little Bo Peep 

and Knickerbox followed them" (Quoted in Davies, G, 1996).

AZ/yorZs, raZZway sZaZZons, AospZZaZ.; and sgrvZcg jfZaZZons, opporZMnZZZgs 
/hr gx^^osarg and gx^ansZan

In addition to the competitive forces prompting new developments in retail, many retailers 

consider airports, railway stations, hospitals and service stations to present them with 

unique opportunities that are not available on the high street. One way in which the 

geographical location of these sites benefits the retailers is the potential they provide for 

presenting their brand to a wider audience. Simon Hawkes, the retail plarming director 

for the Burtons group, explained this benefit when interviewed about the group's 

activities at airports:

This establishes our brand to millions of people...They are not massively 
important to our national scheme but they do promote our image. 
(Interview, 31/8/95)

110



Retailing on the AYovg 

This belief that such sites promote a retailer's brand image more widely than the 

traditional locations is supported by Sundeep Kakar of WH Smith who argued that their 

stores in stations and airports provide the company with both a national and international 

presence. Many retailers see such sites as providing a useful medium for advertising their 

stores. Michael Cole of Harrods described their airport stores as an international calling 

card that attracts people to the 'real thing' in Knightsbridge.

The extent to which the retailers pursue these locations for their advertising 

potential was, however, put into perspective during an interview with Ian Cheshire of the 

Sears Group, when he stated that:

TAgrg w 6f^»zrgZy an gZgnfgnt qf^ran^Z prq/gchon, 6wr w/zat you wouZzYn V cZo
Zs say "/'ZZ pay for that". It Zzos fa Z)6 a stan^ aZang retail cancepZ as wgZZ, 
(Interview, 8/9/95)

This sentiment was supported forcefully in an interview with Steve Robinson, director of 

John Menzies, when he said:

My preckcgssor tgZZgygd r/zat r/ig az/porfs onzZ s/arZons werg Znipo/tan/...an(Z 
aZnzosZ ZZzg pronza/ZonaZ edge was os ZmparranZ os fZzg ZrozZZng g^gg. 7 (Zon'/ 
ZzgZZgyg rZzaZ fa 6g rZzg cosg 6ggaz^g f/zgrg's not t/zg nzznzZzgrs qfpgopZg to go 
t/zrotzgZz to sgg Zt...77zZnA of t/zg 7Zarro<7s oosg, gvgtyong Zn t/zg worZzZ bzows 
TZarrozYs, tZzgy ^on 't nggtZ to opgn Zn TgmzZnaZ J fTZgatZzrow? to sZgnpost tZzat, 
notataZX (Interview, 19/7/95)

Despite this ambiguity towards the value of such sites for advertising, airports, 

railway stations, hospitals and service stations do appear to provide unique opportunities 

in terms of the national and international expansion of retailers. Keith Saunders, the 

group property director of W H Smith believes that "station retailing provides a good 

opportunity for a company which does not currently have a national presence to become 

more widely known" (Saunders, 1995, 5). This is a virtue not restricted to the railway 

stations. Mark Melvin of Texaco pointed out that Burger King initially used its franchised 

operations at railways, service stations and motor way service areas to expand their 

network and brand within the UK. Hospitals have also become important to the national 

expansion program of Burger King and Uppercrust, part of the Bateman 

Catering/Compass Group. They have continued to expand their operations in UK
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hospitals, with a recent announcement that Burger King and Uppercrust will operate at 

Southampton General and Mayday University Hospital, Croydon (d’Arcy, 1997; 

Bateman, 1997). These add to the existing stores in Leeds General Infirmary, Lewisham 

Hospital and Addenbrooke’s Hospital, Cambridge.

Airports are also viewed as a unique opportunity by retailers for overseas 

expansion. Keith Saunders, group property director of WH Smith, believes that "airport 

retailing is a practical medium for a company wishing to become well known 

internationally" (Saunders, 1995, 5). This belief that airports represent an opportunity for 

international 'advertising’ is supported by many of the retailers interviewed. The 

international nature of airports and the way in which they act as international gateways, 

means that they provide a geographically unique opportunity to project a retailers’ brand 

overseas, as Ian Cheshire of Sears suggested:

/Ar ai/porTs/ tAgre zs an wrenzarzonaZ 6ZgwZ af fravg/Zgrs w/zzc/z mgaas r/zat za 
fg/TTZs afpra/gcriag r/zg 6ra/zJ zaiagg avgwgas r/z/s zj' a rrgazgwZaMS gangway 
/ar rAar, f/zgrg's aa rfawAt aAawt zt. (Interview, 8/9/95)

Supporting this perspective, Richard Jones of Allders also highlighted the geographical 

marketing opportunities of the airports:

77yaa arg a rg/af/vg/y zazAaawa Ara/zzZ aatsz jg a/r/zg UA^ aazZ yaw /zavg 
aazAztzaa.; fa gxpaazZ avgrsgas, rAga /acarzag ar GarwzcA ar 7/garAraw wawAZ 
Ag a przazg apparrzazzZy ra gxpasg yazzr ArzzazZ ra a warZzZ-wzzZg azzzZzgacg.
(Interview, 16/8/95)

Other retailers go further still and suggest that as well as brand projection, airports might 

serve as the stepping stones for a fuller international expansion, as William 

Chellingworth of Burberry/Scotch House explained:

Z/zaAzag ar rAg [/AC 7 <Zaa 'r rAzaA r/zar wg wzZ/ Ag ZaaAzag ra apga za zzay arAgr 
[/AC azrparTs ar rAg azaazgar...Z7awgvgr, Agcazz.rg rAgy arg sa szzccgs.^/ wg zZa 
fgg z'r aaw aj pgrAaps aa zzZgaZ way a/raAzag Scare A TZazzsg avgrfgaj 
/BwrAgrrys is aZrgzzrZ^ aa zargraarzaaaZ Araa^/. (Interview, 26/7/95)

UK. retailers wishing to expand overseas using airports as a stepping stone may be at an 

advantage as BAA have been expanding their airport operations overseas in recent years. 

In 1991, BAA secured the contract to manage the retailing at Pittsburgh International and
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in 1995 BAA won the contract to manage Indianapolis Airport. As BAA sought to 

expand and strengthen the retail operations within these airports they have taken several 

of their partners at UK. Airports with them, including Tie Rack, The Body Shop, The 

Sunglass Hut, TGI Friday. Waterstone's and WH Smith, extending the notion of 

landlord-retailer partnership further still. This partnership approach has equally been used 

in reverse by the US leather chain Wilson's who intend to move on to the UK high street 

following their successful airport venture at Gatwick Airport, a move again tied to their 

partnership with BAA at Pittsburgh airport in the US (Morgan, 1995a). Indeed, it is only 

by way of expanding with an existing partner that Simon Hawkes, Burtons retail 

planning director, considered using airports as a means of international expansion, as he 

noted during interview:

We wowZcfn'r wse ai/ports os a Mieons of gnt/y into anor/ier cowntA?. TTze only 
nVng we wouW (fo r/zot zs ^we were fo expanzi wzY/z BAA oj^ partnerj^ owf 
r/z6n we wowW zzjg r/ze azVporrs r/zot way. (Interview, 31/8/95)

Other retailers appear less conservative, with Hamley's Chairman stating that airport 

retailing is a advantageous route to internationalisation (Retail Week, 12/7/96). Similarly, 

Warehouse, the Sears owned fashion chain, stated that they would use their first airport 

outlet at Gatwick's South Terminal as a test bed for international expansion. Warehouse 

retail operation director, Alex Rayner, said "It's a good gateway to Europe - a stepping 

stone before we go overseas" (Quoted in Morgan, 1995b).

fz//z»g a nzc/zg anzf /bMowzng zfgwzanzf

Airports, railway stations, hospitals and service stations exhibit a further geographical 

advantage which exerts a pull on retailers to locate in them, The presence of an audience 

of potential consumers, whose profiles match the products of the retailers, at these 

locations, is probably the most crucial aspect in attracting the retailers to these sites. 

Without consumers there would be no consumption and therefore these locations, no 

matter what their other benefits to the retailers discussed in earlier sections of this chapter, 

would not be successful shopping places. Thus, one of the major factors driving retail
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growth in airports, railway stations, hospitals and service stations is the recognition that a 

market exists in these locations. This was expressed by Michael Cole of Harrods, who 

stated during interview that Harrods had decided to expand their operations into airports 

because:

These are first class locations where there was o/i gxiffing cwjfo/?%€r 6as6 q/^ 
r/ze ngAf jorf qfpgopZe/br owr pro^/wcff. (Interview, 7/7/95)

Harrods chose these locations because airports are typically frequented by the upper 

echelons of the society, as seen by examining the socio-economic class background of 

passengers visiting Heathrow airport illustrated in Figure 4.3. This graph illustrates that 

53% of passengers are in professional/managerial and skilled professions. Harrods 

considered these sites to be good locations to expand because it is typically this higher 

socio-economic group who make up their customer base22.

Key: AB Professional managerial. Cl Skilled occupations, C2 Semi-skilled and 

unskilled, DE Other.

Source: BAA retail report (1997)

22 Harrods also announced that it is to take two stores in Gatwick Airport, North and South. Presumably 
these stores will target the affluent business travellers (North terminal) as well as holiday makers (South 
terminal).
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However, the consumer profile is not limited to the high end of the market and 

indeed, in airports, the mix of retailers, from Selfridges and Thomas Pink, to Sock Shop 

and Dorothy Perkins, demonstrates that a variety of retailers and customer profiles exist 

in various airports and different terminals of those airports. Marks and Spencers is in 

negotiations with BAA to open airport stores, as air passengers are considered a good 

match for M&S's target customer, middle-aged and middle-class (Retail Week, 27/2/98). 

This retailer-consumer fit continues if we examine WH Smith, who consider that their 

product range is ideally suited to the travelling public present in airports and railway 

stations. Similarly, John Menzies demonstrate that the retailers are following demand by 

siting in locations such as hospitals where the workers and patients represent a market for 

the products sold by John Menzies. The retailers are realising that a customer base 

already exists in these locations and it is a matter of servicing that demand, as Sundeep 

Kakar of WH Smith stated:

Pou Jiavg got to go to tAg cMjtoTMgr and tAat w wAy we are fo Jwccgfji/wZ in 
airports and stahom tgcawjg fAat w wAgrg tAg cfw/omgr; arg. 7/ /s' now not a 
^wgfdon of do wg want to do tAat, zt ^ a ^agftton c^tAg pgopZg arg going tAat 
way, wAy argn't wg tAgrg? (Interview, 8/8/95)

This attitude of the retailers responding to opportunities and demand is acknowledged by 

William Chellingworth of Burberry/Scotch House, when he said that:

Tbar company Aas to Ag /Zg%fA/g, fo tAat wAgngvgr an opportwnity 6:ucA as 
az/port rgtadzng arirgs yoa mzzst taAg zt Agcaztsg tAat's wAat tAg marAct 
dgnzands. Companz'gs arg Agcomzng morg/ZgxzA/g and nzorg wzZA'ng to zzdapt 
or to tnovg into opportzznitigs iiAg tAzs. 7 tAinA ^yoa don't tAinA in tAosg 
tgnns t/zgn yoa arg going to dig gvgntaaiiy. Tba'vg got to Ag awarg qfwAat's 
Aappgning in tAg marAgt and yoa Aavg got to Ag aAig to azTapt to tAat marAgt. 
(Interview, 26/7/95)

The realisation that a consumer demand for retailing exists in airports, railways, hospitals 

and service stations had led to a change in retailers' attitudes towards these locations. By 

recognising that this is where a market exists, retailers are responding to customer 

demand, as Sundeep Kakar of WH Smith states:

7 tAinA it i^^ oAont Aging wAgrg tAg pzzA/zc is...and7 tAinA tAat is wAot it's 
oAout, Anowing tAg piocgs to Ag, and/zttzng t/zosg nic/zgs. 7t's oiso Aoving to 
Ag dij^rgnt, not Aoving any Aong tzps on wAot o troditionoi W77 SmitA sAozzid 
Ag, yozz Anow Aovzng tAg/ZgxzAzizty of saying wg wzii stocA ranggs oatsidg of 
t/zat and capitaizszng on tAg marAgt. (Interview, 8/8/95)
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WH Smith are obviously developing a serious approach to the use of these 

locations, as they recently created the role of managing director of UK travel retailing 

(Oppenheim, 1997). This arm of WH Smith is tailoring itself to the market, with specific 

store designs for both airports and railway stations, where each location will be treated 

differently. WH Smith currently have 100 shops in these locations with a turnover of 

f:120m, and their aim is to become serious anchor tenants, rather than just ordinary CTN 

(confectionery, tobacco and news) retailers (Clements, 1997d).

For particular retailers the fit of customers at sites such as airports, railway 

stations, hospitals and service stations with their products is such that they form a 

significant portion of their businesses and have a significant pull when these retailers 

consider new store openings and expansion. As an example, from a total of 390 outlets, 

Tie Rack currently has 84 shops at airports and a further 31 in railway stations, almost a 

third of their stores. Similarly Sock Shop has 12% of its stores at airports, accounting for 

roughly 20% of their income, and has recently taken this route of taking the stores to the 

customers with the opening of Sock Shop in Granada's Birmingham North service 

station, with the potential for 40 more 'service station format' stores in the future (Retail 

Week, 21/3/97).

An excellent example of how a traditional high street retailer is taking these new 

locations seriously and attempting to match consumer demand with store location is 

Boots the Chemist. Martin Bryant, Director of Boots, argues that travel retail shops make 

a great deal of sense, and Boots plan to expand their standing in this area. Airport stores 

will expand from the current 17 outlets and railway stores will grow across the regions 

(Clements, 1997c). Furthermore, Boots have announced plans for more novel locations, 

including cross-channel ferries and motor way service stations, adding to their first foray 

into hospital stores, at Southampton General (Retail Week, 25/597, 2/5/97, 15/8/97). 

These locations are argued to offer a natural extension for Boots, allowing them to take a 
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particularly tailored format to consumers currently not being catered for, and particularly 

in selling ‘distressed purchases’ to business and leisure travellers.

All of the retailers interviewed for this research agreed that once there is a ‘critical 

mass’ of consumers at these sites then retailing becomes sustainable, although the size of 

that critical mass varies from location to location^^. Louise Herbert, retail development 

manager of BAA, argued that as long as there were four million travellers passing 

through the airports a year they could maintain a “substantial retail offer”. For other sites, 

such as the hospitals, railway stations and service stations and even the smaller airports, 

such as BAA's own Southampton airport, such large numbers are not necessary because 

the size of the retail offer in those locations is typically much smaller. It is a case of 

matching the retail offer to the customer demand as Steve Woodbridge, of Hamleys, 

suggested during interview:

WAgrevgr tAgrg is a jgcent cwstomgr/Zow tAerg is a rgfaii marAgt, it's/wsi a 
cose of taiioring rAg io iAg iZow in igmis of size owf ociuoZ pro^fwois. 
(Interview, 7/8/95)

The argument presented in this section, that retail growth in these sites is directly 

tied to demand in these sites, is furthered by the responses given by the retailers when 

describing the future of retailing. Many of the retailers believe that the growth of retailing 

in airports, railway stations and service stations was due to increased travelling, and that 

growth in travel was the key to future growth. Through this ‘organic’ growth of 

travelling and the consequent growth of retailing in these locations, Richard Jones of 

Adders suggested that the overall importance of these locations to the retail industry will 

increase in future. Whilst Sundeep Kakar of WH Smith argued that:

Z)gvgZopmgnt of our AusAigss zs in A'ng whA rAg porgnho/ growtA m p<MS:g»ggr 
MU7nAgrs...rAg opporAoz/r/gs/br growtA org zA tAgfg sorts qf/ocoAons

^3 The success of retailing in airports, railway stations, hospitals and service stations presented here does 
not preclude the possibility of certain retailers failing in these locations. Selfridges, closed it’s two 
Heathrow stores to concentrate on its core department store business after the stores were reported to have 
been trading poorly (Clements, 1997a). Furthermore, it is argued that Hamleys has found difficulty 
transferring it’s theatrical store atmosphere to its airports stores and Euro-tunnel terminal store, 
prompting the suggestion that it should re-examine its pricing policy (Clements, 1997b).
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[airports wi6f ffa^ns/. WAgrgas we arg MOf seeing on} grow/fA on fAg AigA 
s^rggf onJ (^ ;s »of wngo/M/Mon^r ofAgr retailers fo gj«yrgj?s fAg fo/Mg fAmg. 
(Interview, 8/8/95)

The fact that a large market exists at these locations has only been acknowledged 

by the retailers in the last 10-15 years (see Chapter 3). Whilst there have been large 

numbers of people using these locations ever since they were built, retailing on a 

significant scale has been hampered by the retailers' lack of vision in recognising that 

these people represented a retail opportunity. As Mr Patel of Boots suggests:

/ think, there were always latent demands and subconsciously people Aavg 
a/ways Aa<j a nggd^r rAzngs m tAgsg f Ags. ft was yosr a case (^pro/Mp/zMg 
rAg/n to TMaAg rAg/M Aoy rAg/n an^Z/iczZAaAng tAat Zargnt nggcl. for pgop/g 
Aos cAonggd and rAgrg arg some prgssargs rAat wgrg not tAgrg m rAg so/Mg wc^ 
A^rg ancl rAzs Aas Aoc/ an gj^'gct o/z pgop/g's sAoppzng practices. ZAg statzaM 
storgs aj$^r rAgm another opZzan, rAat zs, to sAop wAz/st rAgy ZraveZ to, z^zzrzzzg, 
or/rozM worA and stzA spgn^/ tzMtg wztA tAg^znz/y at tAg weekend...It zs part 
of tAzs sAz/t to doing znorg sAappzzzg wAz/g yozz arg worAzng. (Interview, 
21/7/95)

Or, as Mark Melvin of Texaco put it:

/ tAztzA tAgrg was a dgtnatzd tAerg, zt wasyzzst tAat tAg czzstotzzgr dzzAz't Artaw 
Aow to express zt. (interview, 23/8/95)

For the hospitals, the scale of this latent demand is judged by Tim Cronin of

Southampton Central:

/ think wg became conscious ovgr tzme tAat yozz 'vg got a AospztaZ, vgry nzzzcA 
ZzAg a sznaZZ town, soMigtAzng ZzAg 5,000 pgpp/g Agrg anz/ on a daily Aoszs 
sanzgtAzzig ZzAg 9,000 pgop/g <?» this sztg...pgapZg /zzz tAg AospztaZ? Aavg got a 
rg<?zzzrg7Mg»t /br tZzg so/Mg tAzngs tZzat yazz wozzZd norttzaZZy Aavg ztz a smaZZ AzgA 
strggt. (Interview, 11/8/95)

Realisation that the customers/users of airports, railway stations, hospitals and 

service stations wanted more came during the 1980s and the growth of facilities, 

especially retailing, has grown apace since then. This represents a period when the 

retailers recognised that the users of these sites were wanting to make better use of their 

time whilst passing through, or working there, and consequently, the retailers realised 

118



Retailing on the Move 

that there was an opportunity to tap the latent demand of an increasingly mobile society 

for retailing at these locations^.

Retailing on the move, but the 'new home^ is not a perfect place.

The material presented in the previous sections of this chapter suggests that airports, 

railway stations, hospitals and service stations are in many ways superior to traditional 

high street locations in terms of what they offer for retail. Whilst these sites offer retailers 

very good opportunities, I now demonstrate that some aspects of these environments do 

not meet with the demands of the retailers. Indeed, I shall demonstrate that several of the 

retailers interviewed for this research do not consider airports, railway stations, hospitals 

and service stations to represent a real opportunity for the future of retailing in the UK.

Despite the benefits these locations provide for the retailers, as noted above, 

retailers do not view these locations as providing perfect retailing conditions. 

Consequently, not all retailer-landlord relations are cordial, as one group retail director 

stated when discussing BAA in particular:

/ r/zmA; r/zgy arg tgcoMzng morg /brc^Z. /'vg Ao^ to s/ap ong or hvo qffAgzr 
gmpZoygg^ jowM rgcgnfZy Agcawfg 7 rAinA tAgy ovgrftgppgcl rAg marA in trying 
to tg/Z ws^ Aow to rwn owr Au.;iMg,r.r, on j / tAinA tAgy org ggtting /norg 
grggd^...tA^ Aggp pwsAzng tAg pricgs wp oZZ tAg tZ/ng, g.xpgctmg morg on^Z 
morg of tAgZr portngrs o/kZ / (Zon 't tAZnA t/i^ org a.r gos)' to zZgoZ wZtA or oj 
nZcg to (ZgoZ wZtA a; tAgy wgrg/zvg ygor,; ago. (Interview, 26/7/95)

It must be noted, however, that other retailers believe the opposite to be true and that the 

landlords, such as BAA, are becoming less confrontational in their dealings with the 

retailers. Whatever the case, it is evident that the balance of power in relationships 

between landlords and retailers lies predominantly with the landlord and this is a bone of 

contention with the majority of retailers. This feeling may well stem from the fact that in 

traditional retail locations the retailer-landlord relations are less visible.

^ Issues of social and cultural change in the UK that underpin retail growth in airports, railway stations, 
hospitals and service stations are examined in Chapter 5.
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Other problems noted by the retailers in these locations included the requirement 

that they operate extended opening hours, 18 hours a day, 7 days a week, 365 days a 

year (Miller, 1995). Whilst this might initially appear to represent a further retail 

advantage at these locations, many retailers noted that it actually results in additional 

overheads which must be recouped through the tills. In some ways this is similar to the 

situation of Sunday trading whereby retailers face additional costs in opening but not 

necessarily any additional income (Jolly, 1995). However, whilst the high street may 

suffer from the cannibalisation of their weekly income, dividing the existing takings from 

six days into seven days trading, the sites considered in this thesis do benefit from 

additional income. In these locations, extending trading hours result in extended exposure 

to new consumers arriving for flights late at night or early in the morning. Whether the 

additional income justifies the extra costs is an equation that varies from retailer to retailer 

and site to site (Eve, 1995; Chesterton, 1993).

Many of the retailers noted that one of the major issues leading to discord with the 

landlords at airports, railway stations, hospitals and service stations was that the security 

of tenure is not the same as it is on the high street, with much shorter leases^. The 

retailers argued that this adds insecurity, even when certain retailers in these sites have a 

long history of activity there. The final obstacle to the perfect retailer-landlord relations at 

these sites is ironically one of the reasons expressed by the retailers for favouring the 

sites over the high street, namely the turnover rents. Many of the retailers noted that it is 

the very same turnover rent agreements that whilst providing security to the retailers 

during the lean spells, erode the net profitability of stores during productive periods.

25 It should be noted that the situation relating to length of tenure appears to be most severe in the 
airports and particularly in certain airport operators such as BAA. Other operators and sites provide both 
longer term contracts or rolling contracts (Saunders, 1995).
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Conclusion

Whilst this chapter has suggested that the retailers consider the airports, railway stations, 

hospitals and service stations to represent a viable and profitable direction for future 

development, especially in the light of government planning restrictions on out-of-town 

developments, the very positive views need to be tempered. Whilst PPG6 and PPG13 

mean that retailers are increasingly considering sites such as airports, railway stations, 

service stations and hospitals as potential retail locations, it is very unlikely to result in the 

development of retailing at all such sites, as Steve Robinson, the Managing Director of 

John Menzies noted during interview:

/ don't see it as being a major opportunity for the retailers to grow. Most 
stahons^ an^J AospitaZs arg Zn rAg wrong pZacg, mos^t of rAem arg not prZnrg 
pafcAgs awf 7 rAZnA rAar AoAi; rAg/n AacA aj pofgafZaZ rgfaZZ fifgf. 
(Interview, 19/7/95)

The view that such sites do not represent the future of retailing was also echoed by Mark 

Fitzgibbon of Sock Shop when discussing the airports:

/ fAAzA ong Aas got to Ag vgry ^cgp/ZcaZ wz/A azzporf rg/azZAzg Ayzzzg fo crga/g a 
fAoppAzg cgzz/rg as a cksfAzatzozz Jbr pgopfg o/Agr /Aazz /ravgfZgrs. 7 anz 
scgpfzcaZ as to wAg/Agr rAat wzVZ gvgr Ag swccgss/hZ, fraZy swccgs.^7 7 zZozz V 
AgZZgvg rAgy wzZZ gvgr rgpZacg zAg AZgA street or gvgzz zAg rggzonaZ sZzoppzng 
ggzzZrgs, ZAgy (Zoo'Z Aavg a cAazzcg of zAaZ. (Interview, 10/7/95)

Despite these misgivings on the part of some retailers, however, the m^ority have 

positive views about the role these places will play in the future. Furthermore, many of 

them argued that they would like to see the type of retailer-landlord relations exhibited in 

these sites transferred to the high street. They argue that this form of partnership 

approach would invigorate these more traditional retail locations, as Simon Hawkes of 

Burtons stated during interview:

Tfyou cozzZzZ pwZ zAg AZgA s^ZrggZ on zAg sonzg^oZZzzg zzs zAg aZzporZs, Z.g. a 
percentage of turnover, rather than fixed z-gzzZ.^, ZAgzz Zz wozzZd pwZ something 
AzzcA ZzzZo zAg AZgA fZz-ggZpgz^f^zzzzzzzzcg. (Interview, 31/8/95)

This form of arrangement may well form the basis of future high street contracts as 

turnover rents become increasingly popular in the eyes of the retailers and therefore
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negotiated into contracts. As such, the approach witnessed in the airports, railway 

stations, hospitals and service stations may point to the future of the whole retail industry 

in the UK. Furthermore, such retailer-landlord (power) relations demonstrate that issues 

of power and politics in the retail landscape are more complex and diverse than the recent 

focus on retailer-supplier relations in academic debate suggests.

In this chapter I have presented the argument that the primary driving force behind 

the retailers developing in airports, railway stations, hospitals and service stations has 

been the landlords. Without their desire for alternative profit centres (see Chapter Three), 

the landlords would have been less likely to consider retailing as an area to develop. 

Without this driving influence of the landlords, it is argued that the retailers would have 

been less likely to consider airports, railway stations, hospitals and service stations as 

potential sites for retail development on the scale they have. Thus, in the initial stages of 

retail development in these sites the landlords can be seen to play the crucial driving role.

In turn, the retailers, following some initial persuasion on the part of the landlords 

have come to recognise that a ready made market exists in these locations, presenting 

them with an opportunity to expand their operations. Furthermore, the retailers recognise 

many geographical and operational advantages at these sites when compared to traditional 

retail locations. From the retailers' perspective, airports, railway stations, hospitals and 

service station present five key opportunities:

* A partnership approach, with associated turnover based rents.

* The presence of a ‘captive’ market.

» The relative lack of competition in the sites.

• The possibilities for national and international brand projection.

® The possibilities for national and international expansion.
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Even without the initial pull exerted by the landlords, the retailers may thus have 

considered airports, railway stations, hospitals and service stations as a significant 

opportunity and developed their activities there.

The growth of retailing in these locations has depended on both landlords and 

retailers seizing an opportunity highlighting the notion that the growth of retailing in 

airports, railway stations, hospitals and service stations depends upon a complicated and 

necessary relationship between the landlords, retailers and consumers. One which, as 

was argued in Chapter One, conforms to Marx's (1973) argument that a complex and 

necessary relationship exists between production and consumption. In Chapters Three 

and Four I have described the influences driving the landlords and retailers to partake in 

this necessary relationship. An examination of the changes in society that have led to 

changing consumer demand in terms of product differentiation, retail location and the 

times at which consumers choose to shop and the effect these changes are having on the 

retail environment is the subject of the next chapter.
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CAap^er Fire

TrawfM/Mers; ActnowZg^fgmg Con^fwmgrs aM<f Co»s^Mm;?^zon m

Introduction

The political and economic factors outlined in Chapters Three and Four provide an 

understanding of why retailers and landlords have developed retailing in airports, railway 

stations, hospitals and service stations. However, retail change and the growth of 

retailing in airports, railway stations, hospitals and service stations has occurred in the 

context of wide ranging socio-economic and cultural changes, which can be considered to 

create a demand 'puli'. This chapter discusses the nature of these socio-economic and 

cultural changes and argues that they have had a significant impact upon retail change in 

the UK and particularly upon the growth of retailing in airports, railway stations, 

hospitals and service stations.

To examine the growth of retailing in airports, railway stations, hospitals and 

service stations from the perspective of the retailers and landlords alone fails to take 

account of the role played by consumers in the spatial reconfiguration of retailing. 

Chapter One argued that it is impossible to fully account for the development of retailing 

without considering the changing nature of consumers and consumption at the same time 

(see Jackson, 1995; Jackson and Thrift 1995; Crewe and Forster, 1993; Fine, 1995). 

Indeed, it was argued that Marx's claim that a complex and necessary relationship exists 

between production and consumption is as valid today as it was when first presented in 

Grundrisse in 1857/8. In examining the role played by demand, this chapter will 

concentrate on the changing nature of the consumer, consumer agglomerations and the 

demand for retailing in particular places (spatial demand) and at particular times (temporal 
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demand). In so doing, the chapter will identify a series of socio-economic and cultural 

changes that have led to new spatial and temporal demands for retailing.

An understanding of consumers and the changing nature of consumers in 'post­

industrial' Britain is crucial in order to understand their role in the wider retail 

restructuring and change presented in Chapters Three and Four. Britain has witnessed a 

feminisation of the workforce, a decline of the traditional male manual workforce, an 

increase in flexible and part time labour and a shift towards a twenty four hour society. 

Such changes are truly significant in reshaping processes of consumption as they have 

resulted in "...greater fragmentation and pluralism, the weakening of older collective 

solidarities and block identities and the emergence of new identities associated with 

greater work flexibility and the maximisation of personal choice through personal 

consumption" (Gardiner and Sheppard, 1989: 45). Such dynamic changes in consumers 

and consumption patterns are also recognised by the retail industry to be a key feature in 

the changing retail landscape as John Harrison^ argued during interview:

Wg/Z rAg pAzZos'opAy Zzw.ymgsA', wAzcA co/ng.; tArozzgA gxpgrz'gngg, z's 
rAat aZZ rgmZZ proposzYzons, zznZgss fAg coMfz/TMgr zs rAg <jrzvgr ...arg sZzort 
ZzvggZ. Koz^ »iay/zMgZ rAat rAgy arg j:zzgggs.^Z/or a fAarZ Zz/ng AzzZ zozZg^'j' yazz 
arg zM Zzozg wzzA zAg gzzzZ cazwzzzMgr yozz wan 'Z ggz vgzy^r. f arZzczzZarZy zza zAg 
carzjzoMgrj of zAg &0j arzzZ 90^ Zzavg cAoaggzZ /Masj'zvgZy...AZZ zAg cAonggs zAaZ 
wg arg &q7grzgaczAg arg zAg rg.rzzZz o/'rgZazZgrs rggagrzwzag zAg cAongg,; zn 
caM.;zaMgrs. (Interview, 18/11/96)

This recognition of the changing consumer as a driving force behind retail development is 

equally well recognised by the retailers and landlords as the retail marketing manager of 

Shell UK., Mike Harle, demonstrated in a recent report:

Our customers' working hours are changing. There's more part-time or shift 
working, and people working flexible hours. There are more single people 
buying less, but shopping outside of working hours. Our business as 
retailers is to offer what these customers now want in the most profitable way 
(Shell UK, 1997b: 1).

1 John Harrison is a director of Fitch, the international design and business consultancy. He is a 
specialist in consumer behaviour and retail strategy within travel shopping environments.
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Whilst some authors have acknowledged the contextual role played by changing 

patterns of consumption in retail restructuring, attention has been concentrated on the 

traditional high street or the new out-of-town centres, such as superstores, retail 

warehouses, retail parks, sub regional shopping centres and regional shopping centres 

(see for example Bromley and Thomas, 1993). This chapter re-examines many of these 

changes in the socio-economic/cultural context in the light of the growth of retailing in 

airports, railway stations, hospitals and service stations and aims to elaborate on the 

reasons why consumers have been actively willing to consume in these new places. The 

explanation focuses on three main changes. First, I examine how society is increasingly 

on the move, both in terms of population shifts, but also in terms of when people are 

consuming. Second, I examine how the UK is becoming a 24-hour society, with greater 

demands for convenient provision of retailing, both in terms of location and time. And 

finally, I examine the time pressures experienced in modem society and how these 

pressures from work and home have placed an emphasis on combining activities such as 

travelling and consuming. In so doing, this chapter will demonstrate that retail growth in 

these sites is fundamentally linked to the growth of new consumer agglomerations, with 

new demands for the spatial and temporal provision of retailing.

Society on the move

/(grafZ rgs/rwcturmg." a rgspon^rg to a s^Ai/trng marAef

Since the 1970s the retail landscape has undergone some dramatic changes. Large 

numbers of independent retailers have disappeared, been taken over, expanded or altered; 

new chains have developed and older chains have diversified their operations into a 

number of smaller specialist functions. The high street of today looks vastly different 

from that of thirty years ago. However, it is not only the high street that has changed, 

rather, there has been a wider re-spatialisation of the retail industry. As noted in earlier 

chapters, possibly the most significant impact upon the retail landscape has been the 

development of out-of-town and edge of town retailing. Today, edge-of-town and out-of­
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town retail parks with single floors and plentiful parking facilities are ubiquitous. 

However, even these developments do not represent the limits of change in the retail 

landscape, and there are further developments in convenience and availability. The late 

1990s have witnessed a strong shift towards providing 24 hour retail services aimed at 

customer convenience. Developments include telephone banking, such as First Direct, 

convenience shopping, such as Alldays stores, and the recent development of 

supermarkets being open 24 hours a day. Furthermore, there has been a drive by the 

supermarkets, in particular, to provide more opportunity for one-stop shopping. This is 

evident by the grouping of diverse goods such as petrol, music, pharmaceuticals, shoe 

repairs, dry cleaning outlets and photo processing, within supermarkets. The structure, 

organisation and location of retailing is thus vastly different than that found thirty years 

ago. Consumers have changed, and their consumption habits and demands have changed 

with them. And for the retailers, the importance of recognising and responding to these 

changes is paramount.

One of the most obvious and dramatic changes that has taken place in the retail 

landscape in the last thirty years has been the massive development of out-of-town and 

edge of town retailing (see Tables 4.1 and 4.2). Indeed, Hall (1988) described the 

decentralisation of retailing as one of the four most profound changes shaping the 

geography of Britain. The counter urbanisation of the UK population is a process that has 

been occurring since the 1950s and can be seen to shape these retailing trends 

(Champion, 1989, 1996). Changes in the geographical distribution of the population (see 

Table 5.1) are crucial when considering the market size and the locational strategy for 

retailers. The process of counter urbanisation, entailing a shift in population distribution 

from larger and more densely populated areas to smaller and more sparsely populated 

areas, is therefore signiFcant for the retailers as counter urbanisation increases demand 

for decentralised retail facilities (see Jones and Simmons, 1990 for a detailed examination 

of the impact of population location on retail location).
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Source: Champion (1996)

Table 5.1 Population change, by district type, 1981-1991
District type Population

1981 (000s)
Overall change 1981-1991 Natural change 

%
Net migration 

%
000s %

Greater London
Inner London 2,550 77 3 4.4 -1.4
Outer London 4,256 7 0.2 3 -2.9
Metropolitan
Principal cities 4,324 -185 -4.4 1.2 -5.5
Other districts 8,702 -112 -1.3 2 -3.3
Non-metropolitan
Cities 5,598 49 0.9 1.7 -0.8
Industrial areas 7,440 128 1.7 2.4 -0.7
New towns 2,686 194 7.2 4.8 2.4
Resort, port 
and retirement

3,368 258 7.7 -4.7 12.4

Urban and 
mixed urban- 
rural

9,840 524 5.3 2.4 2.9

Remoter 
mainly rural

6,051 452 7.5 -0.6 8

New/ coMSMwer agg/omgrarmn^; TAg g/wer^gncg 0/ ^Ae rranswwer^

The growth of retailing in locations such as airports, railway stations, hospitals and 

service stations has been supported by a similar growth of consumption in these 

locations. In the interviews conducted for this thesis, the landlords, retailers and 

specialists argued that the customers at airports, railway stations, hospitals and service 

stations embodied distinct differences from the consumers who frequent more traditional 

locations, such as the high street. With particular reference to the airports, but also 

including the railway stations and service station, it was argued that a new consumer 

group of 'consumers in transit' exists. John Harrison, director of Fitch, acknowledged 

this group during interview stating that:

7t is cigar tAaf co»sw/Mgrs in a Staig of transit, tAat is to say Transwmgrs, oct 
tAink anol sAcp in a vgty gii^^grgnt way /ro/M consu/ngrs on tAg AigA strggt. 
(Interview, 18/11/96)

- The term Transumer was first applied to consumers in transit by the London-based design consultancy 
Fitch and is a trademark of that company.
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By distinguishing Transumers as a distinct group, exhibiting distinct 

characteristics from consumers on the high street and at traditional retail locations, 

Harrison suggests that 'consumers in transit' are a separate consumer group. 

Furthermore, Harrison argues that retailing in new locations cannot be considered as 

simply an expansion of traditional retailing in new locations. For Harrison, transumers 

are argued to be people such as the business traveller, who buys a bottle of alcohol at the 

airport duty free, the commuter, who buys a paper and packet of crisps at the railway 

station and the sales rep who buys a pizza and a packet of sweets whilst filling up their 

car at the service station. In this section I will examine this notion of the Transumer as a 

distinct category of consumer and the reasons for the growth of this group before going 

on to argue that this category of consumer illustrates trends which can be seen at a more 

general scale within Britain.

Consumers in transit, Transumers, are not a homogenous group and they can be 

divided into various categories. In fact, Harrison stated that there are differences between 

different types of Transumers within each retail location, as well as differences between 

the Transumers found at airports, railway stations and service stations. During interview 

Harrison argued that:

IVe/bu/zJ rAat you cwi actuaZZy j^ggmgMt Zt into rArgg zfZj^rgMt TraMSumgr 
nzZn^ZsgZs o/z/Z rAzs cwz Ag fAg fo/Mg pgrfon at b^rgnt j'tagg^ of zAg/r fow/zzey. 
TAg/Zr^'Z z\ wAaZ wg caZZ zAgfhs'Zz'acA 7zzgzzZaZzZy...zAg sgcozz^Z fZaZg z\ a 
comparison state...the third type of s^ZaZe Z5 zAg zzzzpzzZj'g pz^rcZzas^g. 
(Interview, 18/11/96)

Fastrack Transumers, as the name suggests, are people who want the maximum 

efficiency with respect to the consumption process and the minimum distraction to their 

primary purpose:

rAg/r Aarrzgr Zo j'pgzzAzAg morzgy zj', wzZZ 7 Anvg gzzowgA Zzzzzg Zo Awy a AoZZZg r^ 
GZ/z A^rg zAg /ZZgAz ggZj^ called or wzZZ 7 /zziss zzzy/ZzgAz. IVAgzz zAgy org Z» 
zTzoZfZoZg pgopZg arg ZooAzng/br yg/y /ojZ gjg^cZZvg co/MznwnfcaZZon o/i^f zAgy 
wanZ Zo Anow zAoz zAgy cozi ggZ zzz owZ of o jAop vg/y ^wZcAZy. 
(Interview, 18/11/96)
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At the airport, these people are predominantly business travellers, who focus on passing 

through the airport without spending undue time in the landside lounge and want to pass 

quickly to the airside departure lounge and the planes. My observations of consumers in 

railway stations and service station^ provided evidence that there is a parallel between 

fastrack consumers in the airports and users of other sites. The fastrack Transumers in all 

sites are predisposed to the functional aspect of being in the location, be that filling up 

with petrol or catching a train. The consumption process for these consumers is thus 

focused and fast, with people finding their product, paying and leaving, without wishing 

to browse. This type of consumer is recognised by David McRedmond, managing­

director of WH Smith's travel-retail business. He sees fastrack Transumers in railway 

stations, primarily in the morning where "It's a pressure time. People are trying to get to 

work, they have a variety of things going through their heads, and we can help by taking 

the pressure off when they want to buy their newspaper" (Quoted in Oppenheim, 1997, 

9),

The second category of Transumers are those in a comparison state, for whom the 

activity of consumption is an integral part of being in the site, be that the airport, railway 

station or service station, but especially for holiday makers at the airport, who often view 

it as an extension of the holiday. For this group of Transumers, there is less emphasis on 

efficiency and more on examining the range of products available. In many respects this 

group of Transumers are most similar to the consumers on the traditional high street. 

When discussing the Transumer in the airports during interview, Harrison outlined the 

characteristics of this group, stating:

Typically they know they are flying in a weeks time and have already done 
fome Aomewort ohowt tAg 6rand^ fAey are going to Zoot of. So wAen t/zey go

2 Observations were undertaken in three railway stations, Manchester Piccadilly, London Waterloo, and 
London Liverpool Street and three service stations chosen for their facilities and the ability to pay for fuel 
without using the forecourt stores. Further to this, observations were undertaken at four airports, 
Manchester, Birmingham, Gatwick and Heathrow and two hospitals, Southampton General and 
Addenbrooke’s. The main purpose of this fieldwork was to observe the consumer's actions, through non­
contact observation, combined with face to face interviews and questionnaire surveys. This fieldwork is 
discussed in greater depth in Chapter Two.
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to the airport they arg Zootzn^ybr AzgA Zgvgf^ ofw^/TMafioM amj service from 
sfaj^fo ma^ s^wrg fAg} arg laying fAg ngAf pra^/ac^ 
(Interview, 18/11/96)

Observations of participants at the airports leads to the view that this group of 

Transumers is drawn from both the business travellers and leisure travellers. In either 

case they are characterised by spending more time at the airport than the fastrack 

Transumer. This group often arrive with time to spare specifically to go shopping 

(typically between one and two hours) as they are often aware in advance of the retailing 

offered at the airports. This group are visibly more relaxed than the fastrack Transumer 

and typically spend a portion of their time landside before going airside. Whilst it appears 

that both railway stations and service stations are predisposed towards the fastrack 

Transumer mentioned above, observations of the Transumers in these sites also 

demonstrates that comparison behaviour exists. At the railway stations the Transumer in a 

comparison mindset tends to be drawn from non-commuter users, those on longer leisure 

journeys and those whose trains have been delayed, entailing a longer dwell time in the 

station. Comparison Transumers in the service stations similarly spend a period of time in 

store, rather than just paying for petrol and/or predetermined items. Even with a shorter 

time scale of minutes, it is clear that some service station Transumers do exhibit 

tendencies to comparison shop.

The third category of Transumers highlighted by Harrison can be described as 

Impulse Transumers. These people take a comparatively slow approach to their 

consumption in these sites, often giving the impression that they have time to kill, as 

Harrison describes for the airport Transumers:

TTu's growp arg wAat wg caZZ rAg nygrZZgs, pgopZg wAo Aavg arrZvggZ hvo Aowrs^ 
garZy. 7%gy arg rAg ww.;/ sw.ycgprZAZg fa rAg ZwipaZsg parcAofg on^Z rAgy arg 
basically shopping to fill the time. (Interview, 18/11/96)

In the railway stations, it was again the travellers with time to kill that tended to exhibit 

browsing and impulse attributes. People often picked up items (especially magazines, in 

the newsagents) and did not purchase them, and those that did often stated that it was on 
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impulse. Likewise observations of Transumers in service stations demonstrated that the 

browsing/impulse form of transuming does exist. Many of those surveyed stated that 

whilst they had not intended to buy particular items, they had done so impulsively whilst 

in the stores (7.2 % of those purchasing said it was on impulse. See appendix for 

details). Again this type of consumer is recognised as different by the retailers and David 

McRedmond of WH Smith noted " On the way home, it's a different proposition. People 

want to unwind and perhaps buy that book they really want to read. It's all about having 

a sharper focus on customers' needs." (Quoted in Oppenheim, 1997, 9).

In summary, observations of consumption behaviour at airports, railway stations 

and service stations identified three different forms of Transumers at each of the different 

locations. These Transumers are very different from the consumers in the traditional retail 

locations, such as the high street. The most profound and fundamental difference lies in 

the fact that the Transumer, as defined by Harrison, in whichever of the three mindsets, 

is not at the airport, railway station or service station primarily to shop. These consumers 

are primarily in transit and consuming as a secondary activity.

TAg rise o/ Transwnzers

The emergence of Transumers as a consumer group is a consequence of changes in the 

socio-economic and cultural make-up of society. As the Transumers are by definition 

consumers in transit, an examination of changes in travelling habits may explain the 

reasons for the growth of this group. Travelling further and more frequently, by car, rail 

or air, has an obvious and direct impact on retailing at service stations, railway stations 

and airports, in that it brings more consumers/travellers, or Transumers, into contact with 

the retail environments in those locations more frequently. Table 5.2 demonstrates that 

the total distance travelled by car and air more than doubled between 1961 and 1996 and 

whilst the majority of this growth is accounted for by cars, vans and taxis, it should be 

noted that air travel has also seen a steady growth during this period. Conversely, the use 
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of buses and coaches has fallen considerably during this period, and rail use has 

remained broadly stable. Hence the service stations and airports have experienced an 

increase in the number of people who will come into contact with their facilities, whilst 

the outlook has changed little for railways. As demonstrated in Chapter Four, the retailers 

and landlords expect this 'organic' growth in travelling to form the basis of their future 

retail growth in airports, railway stations and service stations.

Table 5.2: Distance travelled by mode, Great Britain (xOOO million 
P&ssengerkilometr^

1961 1971 1981 1991 1996
Road

Car and van^ 157 313 394 584 620
Bus and coach 76 60 49 44 44
Pedal cycle 11 4 5 5 4
Motorcycle 11 4 10 6 4

All road 255 381 458 639 672
Rai|2 39 36 34 38 38
Air^ 1 2 3 5 6
All modes 295 419 495 682 717
1 Includes taxis
2 Data relate to financial years
3 Includes Northern Ireland and channel Islands

Source: Department of Transport, Social Trends (1997, 1998)

These changes in the travelling habits of the UK population can be closely related 

to changing patterns of social class. Table 5.3 demonstrates that the social class of the 

UK population is not static. Between 1989-1994 there has been a growth in social groups 

1 and 2, the professional and managerial groups, from just under 30 per cent to nearly 34 

per cent of the population (Labour Force Survey, 1995). At the same time. Table 5.3 

illustrates a fall in the percentage of those falling into skilled, semi-skilled and unskilled 

occupations and that there has been a differential change in the growth of expenditure 

amongst different groups, with the expenditure of those in professional and managerial 

categories growing at the fastest rate, with an increase of 30.3%.
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Table 5.3 Change in the social class of the economically active population 
1989-1994.

% employed Average 
expenditure

% growth in 
average weekly 
expenditure

1989 1994 1989 1994
Professional managerial 29.9 33.6 122.86 160.04 30.3
Skilled occupations 48 42.6 97.77 114.48 17.1
Semi-skilled and unskilled 21.3 20.5 72.54 87.01 20
Others 0.8 3.3 n/a 95.7 n/a

Source: CSO, Labour Force Surveys and Family Spending 1990 and 1995

Figure 5.1 Total Household disposable income (£ billion at 1995 prices) 
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Source: Office for National Statistics/Social Trends (1997)

Table 5.4 Holiday taking by social grade
social group holidays in Britain Holidays abroad No holiday
AB 44 59 18
Cl 37 47 31
C2 38 32 38
DE 28 20 57
Note percentages do not add up to 100 because some people take holidays both in Britain 
and abroad.

Source: British Tourist Authority, Social Trends (1997)

Whilst there has been a change in the socio-economic class structure in Britain, 

with more people in the professional managerial professions, there has also been a steady 

rise in average household disposable income which saw it almost double between 1971 

and 1995 (see Figure 5.1). This change in the structure of the UK population can be read 
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as directly impacting on increased foreign holidays, since as Table 5.4 illustrates, the 

higher social classes are more inclined to take foreign holidays. Thus any change in social 

class structure impacts on foreign travel and therefore the contact people have with airport 

retailing in particular. However, the growth of retailing in airports, railways and service 

stations also reflects the changing spending patterns of the population, which are 

themselves linked to the disposable income and social class structure. As disposable 

income has risen, so the percentage taken up by items of everyday consumption, such as 

food, fuel, and housing, has fallen and the percentage spent on luxury items such as 

recreation and entertainment and transport and communication has risen (see Figure 5.2). 

It is these changes in expenditure that have led to the growth of car ownership and use, 

foreign travel and foreign holidays, and therefore the growth of the new consumer group 

of Transumers.

4 What should not be forgotten in examining these figures and the general rise in median living standards, 
is the fact that they have occurred at the same time as a grov.Th in an unemployed ‘underclass’ and in the 
number of people in poorly paid jobs (the working poor). This dichotomy between rich and poor has been 
a key feature of the former Conservative administrations and from a retail perspective, this is damaging as 
this underclass cannot consume anything other than basic foodstuffs (Hallsworth, 1992; see also Rifkin, 
1995).
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Figure 5.2 Household expenditure %
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The 24 hour society and shopping ‘on the go’

The definition of the Transumer, the consumer in transit as outlined above, has 

demonstrated that a particular consumer group exists that has individual characteristics 

setting it apart from the traditional high street consumer. However, these developments 

are linked to wider changes in the consumption habits of the UK population. These wider 
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changes are not restricted to people who consume whilst in transit, because certain 

aspects of consumption and shopping are now crammed into the daily lives of people 

who are working longer and more irregular hours. In recent years there has been a 

blurring of the boundaries between work, travel and consumption. Consuming in transit 

is one part of this phenomena, but 'shopping on the go' is a phenomenon which is on the 

increase due to wider changes in society and changes in lifestyle.

The growth of retailing at hospitals is part of the same set of societal changes that 

have prompted the emergence of the Transumer. In many ways, shopping at the hospital 

could be considered as transuming without being in transit. The consumers who are 

using the hospital are there for an alternative reason, as worker, visitor or patient but, just 

as Transumers at their locations, people in hospitals have a requirement for retailing. The 

customer profile at hospitals demonstrates that 47% of the shop users are employees, 

38% are visitors and 12% are patients (John Menzies, 1996). Furthermore, research by 

John Menzies demonstrates that on average the hospital employees use the facilities 4 

times a week, with 66% of employees using them during every shift worked. This form 

of shopping for the workers is a demand for convenient shopping that fits around daily 

working routines. Indeed, this combination of work and shopping is the biggest driving 

force behind this growth of shopping 'on the go'. The demand for convenient shopping 

at the hospital is explained by Tim Cronin^ of Southampton General:

A AospiraZ is very wwcA ZZAg a swtaZZ fawn...an a daZZy Z^a^Zs we /lave 
something like 9,000 people on the site in aZZ. If pou take it as a small town it 
Aa.; rZzg fa/Mg sart af rg^aZremgaZ )br zAg faaig zAZag.; zAaZyaw waaZd aanaaZZy 
Ziavg Za a saazZZ AZgA fZrggZ. TAg ^ZgicaZzy/ar pgapZg warAZag Zs zAaZ zAgy Zazvg 
Za ga ajQ'^ s'ZZg aa^Z af caawg zAaZ (S' vg/y wasZ^Z aazZ vg/y ZacaavgaZgaZ^r 
Za^ZZvZgZaaZs. TZavZag zAg /acZZZzZgj Za zAg AaspZZaZ azgaaj zAaZ Zz zaaAgs zZigza 
avaZZaAZg Za zAg pgapZg wAa waaZ^Za'Z Ag aAZg Za ga 6#zZzg .yZzg cZarZag zAgZr 
Ziaar.;. 7z Zs vgry caavgaZgaZ Agcazzjg Zz s:avgs pgapZg a Zaz af zZzag aa^Z 
g^Q'arZ... (Interview, 11/8/95)

One of the most signiFcant developments in 24 hour convenience retailing has 

been on the petrol station forecourts. It is estimated that the forecourt convenience market

5 Tim Cronin is the commercial manager at Southampton General Hospital.
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in the UK is currently worth f2.8 billion per annum (Shell UK, 1997a). More significant 

when considering a move towards a 24 hour society is the fact that the leading 

convenience retailer in the UK, Shell, currently does 20% of it's annual business, f56 

million, between 10pm and 6am. Furthermore, 80% of Shell stores open 24 hours a day 

365 days a year (Shell UK, 1997a). The driving force behind such 24 hour operations is 

the growing trend towards a 24 hour society, with 17 million people shopping at night 

(after 8pm) and almost one million people in the UK stating that after 10pm is the only 

time they can shop (Shell UK, 1997b). Indeed, the retail marketing manager of Shell UK 

believes that this trend towards 24 hour living will set the demand for many services: 

It's increasingly being accepted that the UK is becoming a '24 hour society' - 
that we will soon take it for granted to be entertained, have access to banking 
and shopping services, and communicate with each other electronically at any 
time of the day or night (op cir., 4).

The development of a 24 hour society is a consequence of changes in the way people 

consider the day, with less people believing that work should have a rigid pattern. This is 

an issue highlighted by Dr David Lewis'^ when he says:

We are witnessing a revolution in our attitudes towards day and night. This 
has brought about a profound change in the way we regard the flow of time, 
with fewer distinctions now made b^etween periods of work, rest and play 
(op cir., 3/

Much of this change in attitudes towards time and our use of it is due to the feeling and 

reality that people are increasingly short of time, as Lewis puts it:

We have exactly 168 hours available to us each week, and many people feel 
they have to squeeze 268 hours of activity into it. For them membership of 
the 24 hour society is the only way to fit a quart of demands into the pint pot 
of time available (op c/r, 3).

Much of this change in attitudes towards time and particularly the development of 

a demand for services 24 hours a day can be linked to an increasing diversity in the 

labour force and working patterns. Indeed, businesses are managed in a more flexible 

manner than in the past, with shift work spreading from the emergency services and

^ Dr Lewis is a psychologist contributing to Shell's (1997) report 'Night time convenience shopping and 
the 24 hour society'.
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manufacturing to many ofOces and computer firms (IDS, 1997; Mulgan and Wilkinson, 

1995). This is acknowledged in figures from the Labour Force Survey which illustrate 

that companies are increasingly organising their businesses in terms of shift work, with 

three shifts, continental shifts, two day shifts, night and day shifts, split shifts, morning, 

afternoon, evening and night shifts, weekend shifts and other shift work increasingly 

prevalent. Indeed, seventeen percent of male and 25% of female full-time employees are 

now employed in shift work as opposed to the 'standard' 9-5 pattern (Labour Force 

Survey/Social Trends, 1997). This prevalence of flexible working patterns was 

significant in the survey of consumers conducted for this research, and 37% of those 

questioned worked either flexitime or shifts (see Table 5.5).

Table 5.5 Workitxg hours of consumers
Group Count %
Don't work 16 3.34

Flexi time 111 23.2
Shift work 67 14.0

Standard "9-5" 285 59.5
Total 479
Source: Consumer survey

This increased prevalence of flexible working patterns appears to go across the 

spectrum of work. High income, high status work such as scientific research increasingly 

requires spatial and temporal flexibility from employees (see Massey, 1995 and Henry 

and Massey, 1995 for a fuller investigation of this phenomenon), whilst the same 

flexibility is true for the contract services industries involved in activities such as catering, 

security and cleaning (see Allen and Henry, 1997). A good example of the developments 

in working patterns and their consequences for the retail environment comes from the 

hospitals, where Tim Cronin of Southampton General outlined the future course of 

change:

Hoj'plraZs arg also Z/Ag/^ m wiovg at samg stage to 7 elay wording. 7%ls Is 
vgry 6asy Monolay to Frlolay and at tlzg wegAead Is very ^algt 6gcawsg all tAe 
doctors Aavg gong Aotag wltA oaly a sAeletoa sta^^Acre. Z tAlaA wg will atovg 
to a situation where we are working 5 days out of 7 because a lot of people 
waat tAelr oatpatleats oa a weeAgad or la tAe evealag wAea tAey are not
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working and don’t have fo fotg f;/Mg 6#fo go fo hospital. Tfyow ifO)) fo 
soTMgong wowW )'ow Z(A:g fo go OM Sofur^k); or m fAg gvgwing fAgy vv/ZZ jfo)' oA 
ygj, 6gcowsg 7 O7M 6#oM So7wr(7oy. So / fAZnA: w/g Tiovg go^ 6g more flexible 
om7 wg org s^forf/ng fo Aovg gvgnZng cZmzgs^, /br fAojzg rZzof worZ: Zofg. So oj 
sfz^worZ: Zofgr Zr Zs going Zo 6g gvg/i ZMorg Z/nporZonZ ZZioZ the facilities org 
z6grg 6gcoMfg zZigy wZZZ 6g there oZ zZ^rgMZ ZZwigs onJ so ZoZg opg/iZngs qfzAg 
s6ops wZZZ 6gcozMg wiorg important. So yow con oZznosZ z6ZnA o6owZ 24 6owr.y o 
jo)' opgraZZoTW of gvgz^'ZAZng. (Interview, 11/8/95)

This statement clearly outlines the tendency for services, such as hospitals, to function 24 

hours a day, with the consequence that those employed by such services will increase 

demand for retail services 24 hours a day. As Shell note, 22% of the people using their 

stores between 10pm and 3 am said this was the only time they were able to go shopping 

and 12 % of those shopping after 10pm were either on their way to, or from, work 

(Shell, 1997b). The consequences for the retail industry of a move to a 24 hour society is 

that the demand for the provision of services has changed. As Shell note "The message to 

retailers is simple: I'm awake, so why aren't you?" (op. cZz., 6).

Convenience and the time squeeze

The movement towards a 24 hour society is not the only shift in consumption habits 

which has consequences for the retail landscape in the UK. The growth of the 

convenience sector as well as the growth of retailing at sites conveniently located for 

travellers and workers is one of the biggest changes in the retail sector in recent years. It 

is argued that these locations have become everyday sites of consumption for those 

whose time is squeezed by the increasing demands of working life and the domestic 

sphere.

Whilst it appears that there has been a decline in the traditional comer shop and 

the use of the supermarkets for convenience shopping, convenience shopping is not in 

decline. Rather, this area has expanded rapidly with a growth in the percentage of the 

population undertaking some form of convenience shopping from 73% in 1994 to 92% in 

1997 (Shell, 1997). This strength of demand for convenience retailing was supported by 
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my survey of consumers, in which less than 1 % of those interviewed said they never 

convenience shopped (see Table 5.6).

Table 5.6: Level of convenience shopping
Group Count %
Daily 55 1.5

Regularly (once a week or more) 233 48.6

Occasionally (every 2 weeks or more) 139 29

Rarely (less than every two weeks) 50 10.4
Never 2 0.418
Total 479
Source: Consumer survey

From the forecourt retailers' perspective this represents an opportunity for profit, as Mark

Melvin of Texaco outlined during interview:

TAg poteMtm/T Augg, fAgrg's AiZAoMj^ ofpoun/Z wortA p/top wp fApppwg. 
EvgryAo^fy rwns owf pyMtZZA, gvg/yAogZy.^cZg,* a pactgZ pf AZj'cwZfs', 
Mgwspapgrj, cZgargffgf. ZtT convgnZgncg, Zt's aZZ vg/y Aand^, Z mgan wAa 
wants to part Zn town an dawAZg ygZZaw ZZngs wAgn tAgy can paZZ Znta a 
^fgcaart, nat ggt AassZgd and Airy wAafgvgr tAgy want.
(Interview, 23/8/95)

This has led to the development of facilities such as bakeries, fast food outlets, baby 

changing facilities, cash points, video rental, post offices and full scale convenience 

stores within traditional service stations (Retail Week, 3/10/97, 13/6/97; Bright, 1998).

These are all services which the consumers appear to demand in convenient locations, 

which was reflected in these responses from consumers at service stations:

Tfyaa want somg /bad tAgn yaw Anaw wAgn yaw ga dawn /Agrg yaw can Awy 
A...and yaw dan 7 want ra ga and fZag /ArawgA Tgscas. Taw dan 7 want ta 
sAap sAap.

On rAg way Aamg wAgn / ZZvgd Zn RrZstaZ tAgrg was swcA a Aandy BP starg 
and / passgd Zt gvgry nZgAt canrZng Aamg and Zf 7 nggdgd ntZZA, and my wZ/g 
rang mg and saZd wg nggd mZZA, ar wg nggd Argad, ar wZzatgvgr, Awt nat 
pgfraZ, Zr's canvgnZgncg. (Customer interviews, 1997)

In their research. Shell found that after 8pm, 24% of the people buying non-fuel 

items from their forecourts were on their way home from work, whilst only 5% were 

specifically buying fuel. Furthermore, 44% of all petrol forecourt sales involve no fuel 
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purchase at all (Retail Week, 14/11/97) because working people are looking for 

convenience from such retailing locations, complementing their daily routines. This has 

resulted in the blurring of activities that could previously be considered separate. The line 

between work, leisure and consumption appears to be less well defined, as Mark Melvin 

of Texaco argued during interview:

Zr is a case of basically more people consuming on their way to and  from 
worA: <3Z2(Z r/zgsg s/rgs arg now gf/jp/ocing rAg traditional f/tgs of rgta/Zing. 
Pgpp/g arg spgTkZzMg more t/yng at worZ: o/kZ tAgsg .rftgs /zg/p tAg/n at Zgost 
gy^oy It wAzZst they’re at worA. (Interview, 23/8/95)

This trend towards convenience does not stop at the petrol forecourts, however, 

and extends to all of the sites studied in this thesis. At the railway stations Sundeep Kakar 

of WH Smith argued that they are increasing the convenience to the customer by taking 

the shops to them rather than the customer having to go to the shop. A similar situation 

exists at the hospitals whereby the hospitals are trying to respond to demands for services 

by taking them to the consumer. The development of a demand in hospitals for 

convenience food due to today's increasingly hectic working practices is a key reason for 

Bateman services locating in hospitals (Bateman, 1997). Southampton General Hospital 

is also a good example of services following demand (primarily from workers), as a 

Citizens Advice Centre will open in the hospital along with other services, such as cash 

machines and a post office. Such developments are a welcome benefit to those that work 

there as they are very restricted in their access to facilities off site, as one consumer 

explained:

Z think it is important really because I go straight to work in the morning and 
then I leave here about six . The only h'yyig Z can ggt owt is ZwyzcA tZyyig. Zts a 
rgaZ ZzassZg Agcaws^g parkZyig Zs gZZj^^cwZt here...andZ <Zayz't tgyy^Z to tokg a ZwyicA 
Argak ayzJ tgyz^Z to go on workZytg, jo Z ayn/ar yyzorg prozZactZvg z/Z co/z waZk 
oof fo rAg sAops oyz sZtg, ggZ a sayzzZwZcA ayzzZ gat Zt rZzayz Zf AocZ fo go wp to 
SAZrZgy fZocaZ s'AoppZyzg area? Zo gaZ Zz. (Customer interview, 1997)

Another said:

Z wsg zAg fsAopsj, Z'vg goZ a young family, ayzJ wAgyz Z'yyz oyz yyzy way home Z 
zAZyzA oA Z yyzws^ZyzzsZ ggZ a Zoof of ArgacZ, or Z yyzz^fZ fwsZ ggZ soyyzg yyzZZZ^ Jo Z zz^g 
zAg grocery fZorg a ZoZ^r zZzaZ. BZrZZzzZay prgjgrzZf, Z'ZZfzzsZ geZ a paZr of 
earrings from zAgrg, cZozAZrzg sAop wAZcA ZjrfaZaZ, oA gozZ zAgy'vg fzwZ AozZ a 
delivery Z Ags^Zfast go ayz sgg wAaZ zAgy'vg goZ, Zz'.*fzzjzZ zAg, Zz'j^ just zAg 
coyzvgyzZgyzcg of ZzavZrzg Zz zAgrg. 77zgfZorZ.yZs, what zZo Z zzsg zAg/ZorZsZs/br? Zf Z 
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wonf fo fgnj fo/w^werj or / Tt/onf fo ^wy fomg /or m)'sg^ magazwe:; 
o^vzowj'Z)';» fAg Mgws^aggnrf, /mgon yow bzoyv rAg AonA ...Yeah /oigon 
AooA yowr AoZAAzy. /'ni /usf f/ying fo fAznA, 7 wfg fAg/n oZZ, / gZonY fAZnA 
fAgrg'ig any 7 Aavgn'f, fAg onZy o»g, no fAg onZy hvo fAof 7 Aavgn'f wsg^Z arg 
fAg s'oZzcZfors owZ fAg ^^nancZaZ conj'wZfonfs.
(Customer interview, 1997)

At the airports, where the demand for convenience retailing is a smaller part of the 

total retail environment, the demand is primarily from the staff and business travellers. 

For the business travellers William Chellingworth of Burberry outlined the situation 

during interview saying:

Fow Aavg a Zoi ofAujingss pgopZg travgZZing owZ fAgzr Amg i; prgoZoof. TAgy 
Aavgn V go7 rZzng fo go sAoppZng /zr.sr qfaZZ, fo/ng Aon V ZzAg sAoppzng, Zr 
/nZgAr Ag a gt/r^r rAg wZ/g, gZr(ZrZgnA AzwAonA or wAafgvgr. SAoppZng aZ zAg 
aZzporZ Z^' vg/y convgnZgnZ/or zAgnz. (Interview, 26/7/95)

This notion of time being precious was supported by the consumers. During interview, 

one said:

7 zAZnA zAaZ pgopZg's ntaZn pwtposg Zs Zo ZravgZ, AwZ ^zAgy Anow zAgy arg 
ZravgZZZng onA zAgy Anow zAaZ zAgrg arg .yAops avaZZaAZg zAgy wZZZ maAg wsg of 
zAgzn. 7 ggrZaZnZy zAZnA zAaZ Zz Zj' goZng Zo oonZZnwg. TZnzg, zAgrg Zs oZwoys 
prgMwrg on ZZzng/brpgopZg Z.9n'z zAgrg, nzorg onA znorg anA znorg zAgrg's 
ngvgr gnowgA ZZzng Zo Ao onyZAZng, parzZcwZarZy Zn T/znAon onA fo on onA 
pgopZg zzjg zAaZopporZzznZZy. (Customer interview, 1997)

Retailing at these locations is therefore meeting the needs of the people working in 

them, travelling through them, and even those who are patients in them. In many ways it 

appears that they have become everyday sites of consumption for some of their 

customers, as John Harrison of Fitch suggested during interview:

f gopZg no Zonggr jay zAZs Zs a pgZroZ jgrvZcg Zypg jAop or a japgnnarAgZ sAop 
Zz Zj becoming just places 7 can Any /nZZA and as such the barriers bePveen 
different types of retail space arg nrgrgZng as a rgJwZz of nj AgoontZng nrorg 
rgZaZZ ZZZgroZg onA aZjo AgZng nzorg owarg of wAgrg onA Aow you can Ay rgZaZZ 
products. So 7 zAZnA wg arg goZng Zo jgg zAg AarrZgrj AcZwggn A^rgnZ rgZaZZ 
jZZgj AgZng Z^gA gygn morg JO an aZ/porZ oj a AZgA jZrggZ aZ ong ZcvcZ Zs 
no7?naZ^r jozng AnjZngjJ ZravgZZgrj wAo jgg Zz as zAgZr AZgA jZrggZ. 
(Interview, 18/11/96)

This growth of convenience shopping highlights a distinction between 

'purposeful' and 'leisure' shopping. Jolly (1995) describes 'purposeful' shopping as 

"identifying and purchasing a predetermined range of goods in the most convenient, 
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timely and cost-effective way" (1995: 149). However, when we remember that services 

such as retailing and banking are traditionally not available outside ‘standard 9-5 time’ 

this becomes increasingly difficult for workers who continue to carry the domestic 

burden of purposeful shopping. Scarcity of time leads to an increase in demand for the 

availability of services such as retailing outside of the 'standard 9-5 time’. This 

unavailability of retailing at convenient times was noted in my survey of consumers, of 

whom 77% stated that the shops are not usually open when they want them to be during 

their working week (see Table 5.7). The results of this demand are evident in the retail 

landscape today beyond the growth of retailing at the sites studied in this thesis. In recent 

years shoppers have witnessed the development of Sunday trading, the relaxation of 

evening trading to extend opening hours, the development of home delivery, home 

shopping, and more recently work deli very 7 and internet shopping.

Table 5.7 During your working week are shops open when you want them 
to be?
Group Count %
Always 13 2.71
Usually 80 16.7

Not usually 370 77,2

Never 16 3.34

Total 479
Source: Consumer survey

N.B. Respondents could give more than one answer. 
Source: Consumer survey

Table 5.8 When do you convenience s hop?
Group Count %

At work 96 20.04

Lunch time 45 9.39

When not at work 329 68.68

Way to/from work 288 66.12

Other 19 3.97

"7 Waitrose now delivers groceries to employees of certain companies in the workplace, as part of trial 
workplace shopping (Retail Week, 3/10/97).
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N.B. Respondents could give more than one answer. 
Source: Consumer survey

Table 5.9 Where do you convenience shop?

Group Count %
Railway station 63 13.15
Shops at work 12 2.5

Supermarket 33 6.89

High street 14 2.92

Local/village store 134 27.97

Convenience chain (e.g. Spar) 134 27.97

Petrol station 230 48.01

Airport 0 0

Hospital 47 9.81

Other 6 1.25

For the retail locations examined in this thesis it is argued that this time pressure 

and the requirement for purposeful shopping have increased the demand for convenient 

retailing that is located either on the way to/from work or at the workplace (see Table 5.7 

and 5.8). This accounts for the growth of dedicated convenience retailers in the airports 

that are aimed at the staff and at railway stations, where the growth of product ranges in 

the sites has come to include many purposeful items such as milk and bread. This 

'purposeful' demand due to changing habits based upon the changing nature of the family 

was seen to be a key reason why one retailer, John Menzies, chose to locate in hospitals 

and railway stations, as Brian Short the Retail Acquisition Controller explained:

JPatfgrMs of coMSwmphoM Aave cAonggf^ w /me wi^/z fAe cAongg in /iamz/y 
Z^.yryZg ancf wording j/rwon'ons, os weZZ os mcrgasecf Ze&wrg opporfwnirzgs. 
fgopZg arg fAgr^rg morg zMvoZvgzf in zjzstrgsj^ pwrcAasmg an^Z pwrcAa.ymg/br 
snack meals as a result of rAg ArgaWown of rAg AoA A qf^fazMzZy nzgaZnVng.; ro 
gafmg Ay coMvgnzgncg. Aj' a rg.rwA pgopZg rgnci fo sAop ofAgr rAon^r rAgir 
ZTzam s^Aop in pAzcgs of convgMzgMCg, tg. gn-rowfg or of rAgzr pZocg of 
wort....(Personal correspondence)

Those in work experience time constraints on their shopping patterns, and if the 

hours of work are extended or altered outside of the traditional 9-5, then their restrictions 

on shopping are extended and changed, creating a self perpetuating demand for services 

outside of the traditional 9-5 provision (see Figure 5.3). Indeed, even those working
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within ‘standard’ time find it difficult to find services open at times when they are free 

(Mulgan and Wilkinson, 1995). The impact of this ‘time squeeze’ is espoused by Samms 

(1995, 33), when she states that:

In the 1990s there is a sense that people everywhere are faced with increasing 
time pressures in all facets of their lives and are searching for mechanisms 
which give them greater control. People are looking for institutions, 
companies, services, brands and communications which enable them to take 
greater control of their lives and to allow them more space for themselves.

This search for control is illustrated by the demand for spatial and temporal freedom from 

the restrictive nature of traditional services, which are synchronised with the ‘working 

day’ (9-5:30pm) and ‘traditional’ locations (Bianchini, 1995). The late 1990s represent a 

period when people want to be free of such restrictions and have demands of the retail 

environment that match their lives, as depicted in Figure 5.3.

Figure 5.3 A self perpetuating demand for spatially and temporally 
convenient services

People working longer/ 
unsociable hours

Spatialand 
temporal 

provision of 
serivces

Increased demand 
for new spatial and 
temporal provision 

of services 
convenient to their 

working lives

77ig long /mnrs cw/twre in t/ze (//f

The evidence presented in the previous sections of this chapter demonstrates that the retail 

landscape is being shaped by the demands of people’s daily lives and the changing pace 

of life. One of the most significant aspects of people’s daily life is the job they have and 

consequently, the hours they work. An examination of working time reveals that a long 
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hours culture is prevalent in the UK. This long hours culture is therefore a further 

significant socio-cultural force that has consequences for the retail landscape.

The reasons for the increased prevalence for ‘unsociable’ shift work and long 

hours are many and varied. However, for all sectors of the labour force, job insecurity 

and competition appear to play signiHcant roles, with "coercion and subtle intimidation 

used to force worker compliance with the requirements of post-Fordist practices" (Rifkin, 

1995b). In the case of the contract service industry, competition for market share by large 

multi-site operators is considered to be a force behind arbitrary changes in the spatial and 

temporal location of work for the employees. This is allied to individual contracts, rather 

than collective bargaining which result in employees agreeing to contracts which stipulate 

spatial and temporal flexibility in their availability to work (Allen and Henry, 1997). In a 

similar way, managerial and professional positions have become less secure, with the 

threat of redundancy never far away and the notion of a job for life a distant memory. 

This has resulted in people working longer and staying in the office for fear of appearing 

dispensable, "whilst to be busy is to be needed, and staying at work all hours indicates 

how important we are-even if it means no time to give to family and friends" (Tyrell, 

1995: 23; Pahl, 1995). This appears even more crucial in considering the top jobs, where 

one of the main strategies for reaching the top appears to be working longer hours than 

other staff in the office (Gershuny, 1995). This competition for the post is again part of 

the reason behind the spatial and temporal flexibility towards work witnessed by Massey 

(1995) when examining the high technology sector. Indeed, it is argued that a culture 

glorifying long hours exists (Massey, 1995; see also Pahl, 1995) Whatever the causes of 

the long hours culture, there is a distinct pattern of working long hours in the UK and a 

temporal flexibility of the labour force. One consequence of these changes in working 

time is the growth of people who are money-rich but time-poor, a situation mirrored by 

the un-working class who are time-rich and money-poor (Gershuny, 1995; Schor, 

1995).
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The New Earnings Survey^ provides the longest time series on trends in hours 

worked and is therefore a good place to start an examination of changes to working time 

in the UK. The trends in hours are presented in Table 5.10 and there appears to be little 

change over the period covered in terms of total hours worked, with a slight increase in 

the hours worked by manual females, and both male and female non-manual workers, 

with only manual male employees having a reduction of 1.4 hours since 1979.

Table 5.10 Trend in basic hours, overtime and actual hours worked.
Basic hours Overtime hours Actual hours

Manual Non-manual Manual Non-manual Manual Non-manual

Male Fem. Male Fem. Male Fem. Male Fem. Male Fem. Male Fem.

1 979 39.9 38.5 37.2 36.3 6.3 1.1 1 .6 0.4 46.2 39.6 38.8 36.7

1 981 39.7 38.5 37.1 36.1 4.5 1.0 1 .3 0.4 44.2 39.4 38.4 36.5

1 983 39.2 38.1 37.1 36.1 4.7 1 .2 1 .3 0.4 43.9 39.3 38.4 36.5

1 985 39.1 38.0 37.0 36.1 5.4 1 .5 1 .6 0.5 44.5 39.5 38.6 36.6

1 987 39.1 38.1 37.2 36.2 5.5 1 .6 1 .5 0.6 44.6 39.7 38.7 36.8

1 989 39.1 38.1 37.3 36.2 6.2 1 .8 1 .5 0.7 45.3 39.9 38.8 36.9

1 991 39.1 38.1 37.3 36.2 5.3 1 .6 1 .4 0.6 44.4 39.7 38.7 36.8

1 993 39.0 37.9 37.4 36.2 5.2 1 .9 1 .3 0.6 44.3 39.8 38.6 36.9

1995 39.5 38.2 17.8 36.4 5.7 2.0 1.2 0.6 45.2 40.2 39.0 37.0

1996 39.6 38.3 37.9 36.4 5.3 1.9 1.3 0.6 44.8 40.2 39.1 37.1

Source: New Earnings Survey

8 The issue of examining working hours is more complex than it might at first appear. In a report on 
working time IDS (1997) are at pains to convey the message that studying the hours worked by UK 
employees is not straightforward and must be approached with a degree of caution. It is argued that cross 
company and cross industry comparisons are made difficult due to the increased prevalence of shift work 
and individual company contracts, stipulating different ‘normal working hours’. Furthermore, it is argued 
that the issue of examining rates of overtime has been made less clear by the reduction of the working 
week, so that some current overtime would formerly have been part of the working week. One approach 
to avoiding such pitfalls when examining working time is to consider only ‘real working time’, that is 
time spent on the job, excluding meal and cigarette breaks (IDS, 1997). It is argued that this provides a 
clearer understanding of the changes taking place in working time. However, the focus of this chapter is 
to elucidate the impact of changing working time and working patterns upon consumption habits in the 
UK. The warnings of IDS (1997) with respect to issues such as overtime are fully acknowledged, but by 
examining changing working time that includes all the time spent at work and travelling to work, it can 
be demonstrated that such changes have influenced consumption habits and the consequent growth of 
retailing at the sites studied in this thesis, particularly railway stations, hospitals and service stations.
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This series is however, problematic in that it represents an average for all 

workers. Therefore, for different types of workers this average could disguise quite large

variations in hours worked. By examining the spread of hours worked (see Figure 5.4) 

by employees, it can be seen that only 13.7% of employees work 40 hours a week. The 

graph also illustrates the large proportion (20%) who work between 41 and 45 hours a 

week. Most signiOcant is the fact that the largest single group of workers (27.3%) 

actually work 46 hours or more a week, not the average hours (37-45) presented in the

New Earnings Survey.

Figure 5.4 Hours worked in European countries by grouping
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The percentage of people working more than 48 hours a week has also increased 

in recent years (see Figure 5.5). In September 1994, the European Commission reported 

that over 25% of British men employed in services and industry worked more than the 

proposed European legal limit of 48 hours (Winkfield, 1995).

Figure 5.5 UK Employees working more than 48 hours

Year

Source: IDS (1997).

Even these figures can mask changes to working time as many workers do more than 

their contractual obligations. For example, the teachers review body reported that the 

hours worked by classroom primary school teachers had risen from 48.8 to 50.8 hours 

between 1994 and 1996, when their contractual hours are 32.4 hours per week (IDS, 

1997). One of the most common areas where unpaid overtime is worked, according to 

the Labour Force Survey, is amongst managerial and professional staff and about 20% of 

managers and nearly 30% of professionals work 10 hours unpaid overtime each week 

(IDS, 1997). More extreme still is a report by Personnel Today, which stated that one in 

eight managers work over 60 hours a week and that 40% work more than fifty hours, 

with executive working hours increasing by 20% during the 1980s (Mulgan and 

Wilkinson, 1995; Douthwaite, 1992). Not only are this group working longer hours. 
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they are also taking work home with them, with 54% taking work home once or twice a 

week (Demos, 1995).

Such a trend towards a long hours culture also appears to be a particularly British 

phenomenon when considered in the context of European working hours. Figure 5.6 

illustrates that the UK has a large number of individuals working longer hours than our 

European neighbours, with 30.9% of full time employees working 46 hours and over, 

compared to an average of 11.1% for the EC, which is itself distorted by the UK figure 

(see Figure 5.6).

Figure 5.6 Percentage of full-time employees working 46 hours and over 
per week in Europe

Source: Labour Force Survey Results, Eurostat (1995)

When comparing the working week across Europe the UK is equally anomalous, with 

only 36% of people working a ‘standard’ week of between 36 and 40 hours, compared to 

the EC average of over two-thirds (See figure 5.4).
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TForAing wo/Mgw an^f fAe 'WoM^fg ^wr^fen''

Changes in the participation rates of women in ±e labour market is a further key socio­

cultural change which has significance for the retail landscape. When examining the 

workforce in terms of full-time equivalent, 1988 is the Orst year in which a genuine rise 

in the workforce took placed. Hakim argues that "the significance of this recent 

development is being overlooked, as it is widely believed to have already occurred" 

(1993, 104). This suggests that since the late 1980s the growth in female participation in 

the workforce has been acting as a catalyst of social change, and changing demand on the 

retail landscape. This rise in female participation in the workforce coincides with a strong 

and consistent growth in retailing in airports, railway stations, hospitals, and service 

stations. Even without this more recent trend of an increase in full-time equivalent rates 

amongst women it can be argued that for an increasing number of women there has been 

a steady shift from family work to paid work and women are expected to make up at least 

44% of the work force by the year 2000 (Hewitt, 1993).

An increase in the participation of women in the work force has a considerable 

impact on society, and in particular it reduces the time available for domestic and/or 

family matters. In Britain today where the most common household is two working 

parents, the pressure on women's time has become particularly acute (although it must be 

noted that the female work force is heterogeneous and does not consist solely of married 

women with children). The time pressure on working women is increased by the fact that 

whilst women have moved into the sphere of paid work, men have not increased the time 

they spend on unpaid domestic labour at the same rate, magnifying the "double burden" 

for women (Hewitt, 1993: 5). This was highlighted in the survey of consumers 

undertaken for this research in which 72% of women said that family commitments

9 This subject has been widely discussed in the academic literature, see Hakim (1993) and Hewitt (1993) 
for an overview of female participation in the workforce.
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contributed to the scarcity of their time, as opposed to only 23% of men (see appendix). 

Taking the example of full-time employees this discrepancy is highlighted by the fact that 

whilst full-time women workers are employed for fewer hours than their male 

counterparts, this shortfall is more than offset by non-paid activities (See Table 5.11).

Table 5.11 Time use: hours per week, 1993
Full-time males Full-time females

Paid work 39.2 36.2
Travel to/from work 6.3 4.6
Total 45.5 40.8
Household chores
Essential shopping 1.6 3.1
Essential cooking 4.0 7.7
Cleaning the house 3.5 8.7
Other chores 3.6 5.8
Other less
discretionary activities
Other shopping 1.6 2.5
Child care 3.2 6.4
Personal hygiene 8.2 11.0
Total 13.0 19.9
Grand total 71.2 86.0

Source: Tyrell (1995)

Furthermore, it is recognised that women of all categories (full-timers, part-timers and 

housewives) tend to have lower levels of free time than men. However, the situation is 

most acute for women in employment, with 86 per cent of full-time women agreeing with 

the statement T never have enough time to get things done' (Tyrell, 1995).

This pressure on women's time leading to the demand for convenient services 

was recognised by Tim Cronin, the Commercial Manager of Southampton General, as 

being a driving force behind the retail developments in sites such as hospitals, as he 

explained during interview:

XoM Auve got working mums omj rhey've got very prgMwrwed yo6s. / know 
pgopZg kare wko kove got vg/y ^fgmon^iing /oks, tkgy kovg got o ^nziZy to 
Zook o/ter. Tkgy gZtkgr krop tkg ckZWren to (Zoy nwrsgrZgs or fckooZ, 
coZZgct tkgm on tkg wtQi kock, run komg os weZZ, do tke skopping ond oZZ tZig 
rest os wgZZ. 7kg ntorg convgnZgnt tkZngs con kg mode /or tkem tkg tnorg gosy 
it is. ZtsZZkgpgopZgkgrg, t/z^ don't wont to go oZZtZtg woytoSkZrZgyfZocoZ
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AfgA ffrggf/jwsf fo ggf so7»g mongy owf of (Ag cofA /MocAmg, (f fggTMj j'wcA o 
hassle wAgn oZZ fAg} wonr ro Jo Zs ggr o soMJw/ZcA. 
(Interview, 11/8/95)

People are, therefore, concerned to fit shopping into their working lifestyles, with the 

result that demand for retailing amongst workers, and particularly those who do the 

purposeful shopping, is for more convenient provision of retailing which reflects the 

reality of modem British daily (working) life.

Travel time: part of the ‘working day^

For the employee working time includes all of the hours spent at work, and 
the working day includes the time spent travelling to and from work. (IDS, 
1997: 2)

This total 'working' time approach is, I believe, more valid than a simple examination of 

changes in the working time of employees, because it examines the overall changes in 

people's daily lives, not just their contractual hours. Therefore, it is argued that it is 

important to examine the total working day in order to understand how travel time can 

add to the time squeeze felt by employees, and the consequences of this for the retail 

environment.

On average, the time spent on the journey to work has remained relatively stable 

over the last 20 years. Average travel time is 24 minutes each way for Britain as a whole 

and this constitutes 4.5% of the disagregated time use over a week for men and 4% for 

women (See Table 5.11). This means that the time spent travelling to and from work 

adds almost an hour to the 'working' day for the average employee (DoT, 1996, IDS, 

1997). However, the National Travel Survey (DoT, 1996) reveals that the average 

Londoner takes 48 minutes travelling to work and 56 minutes in the case of those 

working in central London, adding almost 10 hours to the 'working' week (See Figure 

5.6). As well as this time spent travelling to work there has been a trend towards 

travelling further distances to work in the last 20 years, and particularly so in the case of 
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women commuters (IDS, 1997). In addition, increasing numbers of parents now drive 

their children to school before starting their own journey to work. This results in parents 

spending 900 million hours of their time taking and collecting children from school, 

while the proportion of seven year olds going to school unaccompanied has fallen from 

70% in 1971 to 7% in 1990 (Mulgan and Wilkinson, 1995).

Figure 5.7 Time to get to work

Source: IDS (1997)

The consequences of the trend towards longer distances travelled to work, and 

increased journeys to school, on the retail landscape are an extension of those noted 

earlier, when discussing changes to working time. Increases in the time spent travelling 

to work and therefore the ‘working’ day, increases the sense of a time squeeze for 

workers. This in turn, increases the desire for convenience when shopping, adding to the 

demand for the spatial and temporal provision of retail services which reflect, or are 
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integrated into 'working' life in Britain. A spatial and temporal demand that is partially 

fulfilled by the airports, railway stations, hospitals and service stations.

Conclusion

As Britain has moved to more flexible methods and hours of working, the 24 hour 

society has developed. However, it is argued that this is part of the more general 

development of a 'time squeeze’, a phenomenon most commonly associated with changes 

to ‘working time’ and what has been described as a ‘long hours culture’. At the same 

time, for the majority of those in work, household incomes have been rising and 

households are becoming increasingly asset-rich and time-poor. This is seen to impact on 

the family, with the work/family trade off becoming problematic for both men and 

women as they lack ‘quality time’ (Pahl, 1995; Samms, 1995). Moreover, the effects of 

such social and cultural changes upon the retail landscape are most clear in the way that 

those in work (especially the growing female workforce) experience time constraints 

upon their consumption activities, leading to changing retail demands. The impact of new 

demand for spatial and temporal freedom can be clearly witnessed in the retail landscape, 

which has witnessed the growth of retail facilities which cater for these time-poor 

customers, of which the development of retailing in airports, railway stations, hospitals 

and service stations is a part.

This chapter has presented the argument that the growth of retailing in airports, 

railway stations, hospitals and service stations is not only a response to the economic and 

political pressures on the landlords to diversify their profit base and make the best use of 

their assets (Chapter 2), nor merely a response to the spatial strategies of retailers 

(Chapter 3). In fact it is both of these, but in addition it is closely bound up with ongoing 

changes in the nature of UK society. Landlords and retailers are responding to demand 

from their consumers, as is illustrated by Tim Cronin of Southampton General:

TUfrA morg pgopfg wording witA two people wording in t/ze/hmi/y, people 
don't Aove the time, traditionally the females, to -wander off to the shops 
when they want. People now are very pressurised in terms of trying to fit so 
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much into their lives. 7%^ morg VV6 con 6rfng in Aere wifA rggar^k fo f o^f 
Q^cg^cfZAfgs, accg.yj^ to c<iyA TMacAf/to^, d'gntoZ .ygrvtogj', ^/T^) cleaning 
fgrvtogs, onyfAwg fAar pgopZg m^ff ggf zn fAgzr zi^ to ziay Z(^ zf w vpoztA 
^C^^^ ^() pfovAfg oz! 5zto. So wg zzrg ZooAzng oZZ fAg Amg to pgopZg's nggzZs Zzz 
to/Tzw of M/Ztof j?orf of fAZzzgs fAg); w/onf. For Zzzsfzzzzog o»g of zAg fAops zzoK) 
sgZZs tickets^r zAg zzoAonoZ ZoAgz^z. (Interview, 11/8/95)

And John Harrison, in the case of the airports:

/ fAZziA zAg AZgggfZ oAzzzigg wg arg goZzig to sgg iy zAg oZzporZ owzAorZAgs 
Agcozwzig zMorg cozwwzMgr ZgA. 7z u ^zzZZg gzwy, zzMzZ ZZ:^ arg ZziorgzZZAZ} goozZ aZ 
Zz, AaZ Zz Zs (^oZZg ozz gosy /brznaZa to orgoZg a /PSOs s^AoppZzzg zziaZZ. FZg wAZzg 
aroAZzgcZzzraZ spocg wZzA toozk of Aoxg:$ Zzz Zz ozzA ZoZs of rgZaZZgrs wZzo waziZ Zo 
foAe zZtoZ spacg, Zz Aogjrzz 'z ZoAg zAaZ zzzwoA. FwZ Zo znovg AgyozzA zAoZ aziA orgaZg 
azz gzzvZrozizngzzZ wAZoA ooziswzMgrs^ AgZZgyg Zs pgz^cz^r zAgZr zzggzT* ozzA 
aspirations Zs zzzzzcA zzzorg o/zaZZgzzgZzzg. AzzA zAg challenge Zs aZ^o Zo Zap ZzzZo zAg 
latent gZgzzzazzA wAZoA oozzzzoZ Ag zzzgZ zzzzAZ sozzzgozzg ZaAgj^ zZzg pZzzzzgg ozzoZ ZrZgs 
Zo zzzggZ Zz, rgspozzAZzzg Zo ZAg cozzjzzzzzgrs Zzz ^wgjAozz.
(Interview, 18/11/96)

There is, however, a difficulty in stating that the retailing witnessed in many 

airports, railway stations, hospitals and service stations directly responds to consumer 

demands, borne out of changing lifestyles because that demand is latent until the retailers 

and landlords open up shops to meet it. That is to say, the demand is there but it is not 

visible until the retailers recognise it as a niche and begin to exploit it. This difficulty is 

outlined by Mr Patel of Boots, who succinctly summarises the argument:

AzzZzuAgj' Aavg A^/zZZgZy cAazzgg^Z AwZ / zAZzzA zAgrg wgrg aZways ZoZgzzZ 
rZgzzzazzAs ozzJ swAcozzscZozzsZy pgopZg Aavg aZway^ AaA a ziggA/br zAgjg zAZzzgs, 
Zz was fzzsZ a oasg ofprozzzpZZzzg zAgzzz azzA zzzaAZzzg zAgm Azzy azzA/^oZZZZaZZzzg 
zAgZr ZaZgzzZ zzggzf FZ/g/br pgopZg Aos cAozzggzZ azzzZ zAgrg arg sozzzg prgsszzrgs 
azzzZ zZgzzzozzzZs zZzaZ wgrg zzoZ there Zzz zAg sa/zzg way A^rg azzb this Zzos ZzozZ ozz 
gjg^oZ ozz pgopZg's sAoppZzzg proczZcgs, wZzA zAg gjgtoZ zAaZ Agcazzsg SaZzzrzTb^ Zs 
a AossZg ozzzZ pgopZg dbzz'Z wazzZ Zo sAop zAgzz, zAgy woa/b razAgr spgzzzi zZzzzg 
wZzA zAgZr_f3ZzzZZZgs ozzJ pgopfg arg ZzzzzzZzzg awayj^ozM zAZs aczZvZZy. TTzg sZaAozz 
sZorgs zAgzz Oj^tr zAg/zz anozAgr opZZozz, zAaZ Zs Zo sAop wAZZsZ zAgy zravgZ Zo, 
zZwrZzzg, orfrozzz worA azzb sZZZZ spgnzZ ZZzzzg wZzA zAg^zzzZZy aZ zAg wggAgzzzZ. 
SozMgzZzzzgs Zz Zs z/ZsZrgssg j or gzMgrggzzcy sAoppZzzg os wgZZ, Azzz ggzzgraZZy Zz Zs 
fzzsz parz of zAZs sA^ Zo z/oZng zzzorg sAoppZzzg wAZZsZyow arg worAZzzg. 
(Interview, 21/7/95)

Most of the retailers, landlords and specialists interviewed for this research agree 

that there is a necessary and complex relationship between consumer, producer and 

supplier, acknowledging the different but necessary roles of the consumers, retailers and 

landlords in the development of retailing in these sites. This relationship was outlined by 

Ian Williams of St Thomas' Hospital during interview:
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I think it is rgfa(/6A/Z<3/%4^Zor(f W, a/fAowgA / gwg^f (^ ;s a trwiMgZg (»/M^zn); vyays 
(fM V zf. 7f is rgiazZgz/Zzzwf/orcf W because ^yozz /ooA 6acA: fo 7P&6 z/ze so/TZg 
czzsZo^r M/zzs sZzZZ co/nzng m, 6fzf coz^ OMZ)) ggf a czzp of fga^om z/zg Z/gzzgzzg 
of Frzg/Z6fs. CoTMg 7PP0 anti? Ag M/zzs a6Zg Zo ^zzy w/zaZgvgr/rozM John Afgnzzgs 
zzwf fo OM, fo ZM zAtizZ rgspgcf you cozzW foy zz was rgZazZgr/&ZMzfZo/%f kef. gzzz 
Z/zgzz Z/zgy wozzWh'z have 6ggzz zz6Zg Zo zZevgZop zAosg areas zf zZzgrg wzzsn'Z 
zfgnzzzzzz/ zAgrg zzz Z/zg^rsZplace. (Interview, 9/8/95)

Shell UK recognise the importance of the customers' demands to the development of 

retailing, and argue that companies failing to recognise consumer demands may have a 

difficult future:

For the retailers prepared to serve a society which never sleeps, the rewards 
could be high. But those who fail to listen to their consumers or offer the 
convenience, freedom and flexibility consumers demand, could find 
themselves shutting up shop forever (Shell, 1997, 7).

The preceding chapters have outlined the factors influencing the development of 

retailing in airports, railway stations, hospitals and service stations from the perspective 

of the landlords, retailers and consumers. It now remains to explain how these non- 

traditional retail locations have drawn these elements together to become successful retail 

locations in Chapter Six.
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CAa^^er Six

Ai/yoriA^^ raiZwaj' .yZaZionj;^ Aos/yiZaZs an<Z ^grricg sZaZioaf; 

pZacgjf a/ caaarampZiaa

Introduction

The material presented in the previous chapters has clearly demonstrated that there are a 

number of political, economic, social and cultural reasons for the growth of retailing in 

airports, railway stations, hospitals and service stations. However, whilst the causes of 

the growth of retailing in these locations from the point of view of the landlords, retailers 

and consumers have been demonstrated, the ways in which these demands for retailing 

have been translated into successful retailing at the locations examined in this thesis has 

not been explored. This chapter examines how retailing has been developed in these 

locations.

The reason that people visit airports, railway stations, hospitals and service 

stations is primarily linked to the core services that these places provide. Whether it is to 

travel, receive medical treatment, or to work at these sites, the primary function is still 

critical to the development of retailing in these locations. Consequently, retail activities in 

such locations are secondary to the primary functions of these sites and therefore, these 

locations present different retailing conditions from those found on the traditional high 

street. As we have seen, the customers' motives for shopping are often different from 

those on the high street. The high street customer has chosen to visit the high street 

speciUcally to shop, it is a planned visit, with potential purchases in mind. Furthermore, 

the visit often involves the family and the shopper is relaxed. By contrast, the consumers 

examined in this thesis have usually visited the sites for their primary service and 

shopping in these locations is largely unplanned, involving impulse purchasing 

(Saunders, 1995; Kakar and Worrall, 1995). Furthermore, the shopping experience at
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these locations often involves a certain amount of stress, time constraint^ and anxiety^. 

My survey of consumers at airports, railway stations, hospitals and service stations 

highlighted the secondary status of retailing in these locations: 71% of respondents 

saying that they did not consider them as normal shopping locations (see Table 6.1).

Table 6.1 Respondents* answers to the question 'Do you consider this to 
be a normal shopping place?’____________

Count Percentage
Yes 138 28.8
No 340 71.0
Don’t know 1 0.2
Total 479

Source: Consumer survey.

The secondary status of retailing in these locations was not, however, experienced to the 

same degree across all the sites studied (see Table 6.2). Service stations are considered to 

be normal shopping places by over 60% of their users, compared to less than 30% of 

respondents at the other locations.

The notion of time constraints producing a demand for retailing in these locations was highlighted in 
Chapter Five.

2 The issue of demand for retailing in airports, railway stations, hospitals and service stations was 
examined at length in Chapter Five. Here it was outlined that a different consumer could be discerned 
from the high street consumer. The ‘transumer*, or consumer in transit, can therefore be seen as different 
and having different expectations of the retail environments when they are shopping ‘on the go’. The 
environment of the transumer is examined in detail throughout the remainder of this chapter.
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Table 6.2: Contingency table showing respondents' answers to the 
question 'Do you consider this to be a normal shopping place?' and the 
locations surveyed.

Don't know N 0 Yes
Airport B 0 100 0
Airport G 0 85.7 14.3
Airport H 2.44 97.6 0
Hospital S 0 74.0 26.0
Hospital T 0 72.3 27.7
Petrol A 0 31.0 69.0
Petrol E 0 33.3 66.7
Petrol Sc 0 36.6 63.4
RailL 0 79.1 20.9
RailM 0 86.4 14.6
RailW 0 85.4 14.6
Total count I 340 138
Total % 0.2 71.0 28.8

Source: Consumer survey.

The notion that these are not ‘normal’ sites of consumption is compounded by the 

fact that they were designed and built, understandably, with the operational and 

functional requirements of the primary purpose of the location in mind. All of the sites, 

but particularly the airports, railway stations and hospitals, carry with them the history of 

their ‘other’ existence which compromises their contemporary commercial (retail) appeal. 

In the case of many of the railway locations, these problems are compounded by the fact 

that many are listed buildings and it is not possible to fully develop them for retailing.

It is not, however, only the primary function of the locations that can lead to the 

poor integration of retailing in them but it is also the case that many of the potential 

consumers have had poor experiences at them. In a survey of customers conducted prior 

to the redesign of an oil company’s forecourt stores, it was found that potential 

consumers perceived the sites to be “...somewhat incompatible with a hygienic and 

pleasant place in which to shop” (Finch, 1991, 65). According to John Harrison^ of the

3 John Harrison is a director of Fitch, the international design and business consultancy. He is a 
specialist in consumer behaviour and retail strategy within travel shopping environments.
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design consultancy Fitch and John Lawler of Shell, the service stations appear to be 

suffering from a lag between perception and reality, as the stigma of the 1950s and 1960s 

remains (Lawler, 1994). Much of this perception is the direct outcome of past retail 

practices at service stations, as outlined by Kirkpatrick:

Historically, consumers have associated forecourt shops with over-priced 
products from poorly merchandised shelves and served by unconcerned 
staff. This perception is based upon a historical absence of retailing discipline 
by operator or retailer alike (1994, 43).

As the oil companies try to improve the commercial viability of retailing, they still have to 

accept the fact that people do not enjoy going to the forecourt to buy petrol. As Clive 

Head of Mobil explained during interview:

TVow r/ig pm^Zem we Aave is ^Z is wAof we terni a ^wfrgffg  ̂purc/zase. iVo 
one wo/zts zf a»j no one rgoZZy corg.; o6oMf zY. ...yozz con V .;cc zf owf fAc only 
riznc yozz tnow jzonzer/zzng zY gozng zn zs^ hvo occzwzonf/ w/zen zr 6Zows 6ocA: 
oneZ gocf oZZ over yozzr sZiocf; rZze or/zcr rZnze zs wZzen yozz jzznzp zn oneZ r/ze 
neezYZe goc.; zzp ro/zzZZ; oZ: on^Z Zr jrnzeZZs^. TTioZ'f rAe prozZzzct we ore nzorAetzng. 
(Interview, 3/8/95).

Airports appear to have similar problems which work against them as retail 

locations. Historically, the public had a poor perception of airport terminals particularly 

as the retailing on offer was poorly presented. As Michael Cole^ of Harrods suggested 

during interview, airport retailing traditionally had something of a 'beer and fags' image. 

And more importantly still, airport retailing was also viewed as being poor value for 

money (Mayer, 1993; Newman et al, 1994). Moreover, whilst the airports, railway 

stations and service stations have historically had difficulties in promoting themselves as 

sites of consumption, the hospitals had, until recently, virtually no experiences at all in 

this field.

The landlords and retailers at these sites have recognised the problems associated 

with establishing successful retailing in these non-traditional retail locations. The question 

for them, and this chapter, is how are these non-traditional retail locations turned into

'* Michael Cole is the Media Officer for Harrods.
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shopping locations? In the interviews undertaken with landlords, retailers, specialists and 

consumers for this research, four key issues recurred as fundamental in explaining the 

actions of the consumers and their propensity to consume in airports, railway stations, 

hospitals and service stations. First, issues of design and the integration of retailing into 

these locations were considered as crucial in the development of retailing. Second, 

generating consumer confidence through creating a sense of shopping place within the 

sites is important in developing them as 'shopping places'. Third, issues of time are 

understood to have an impact upon people's actions within these sites and their use of 

shops. And finally, the characteristics of the consumers in these sites are considered. 

Emotional and psychological factors, when combined with the issues of design, sense of 

place and time are considered to play a significant, even crucial, role in the success of 

retailing in these locations. Moreover, the management of these issues is argued to be key 

to the future of retailing in these locations and to understanding why they have been 

successful to date.

Whilst these four issues will be examined separately, they interact in a way that 

collectively creates shopping places within airports, railway stations, hospitals and 

service stations. It is also noted that whilst an understanding of these four issues is 

undoubtedly beneficial in the management of retailing in these locations, in each location 

the balance is different, and as such, there is no simple recipe for retail success. Each of 

the four issues outlined above are also contradictory, and they pose new problems which 

can reduce the effectiveness of these locations as sites for consumption. These 

contradictions are outlined to demonstrate the challenges at the heart of establishing 

retailing in new locations.

By examining the retail environments at airports, railway stations, hospitals and 

service stations in this manner this thesis acknowledges the centrality of consumers and 

consumption, whilst avoiding the partiality and dichotomy associated with much previous 

work on consumption. Several authors have argued that accounts of consumption have
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polarised consumers as either 'sovereigns' or 'dupes' (Fine and Leopold, 1993; Bowlby, 

1993). Rather than focusing on the retail landscape from the point of landlords, retailers 

or consumers, this chapter aims to understand the development of these sites from all 

perspectives incorporating the role played by each.

The design and integration of retailing

Retailing is coming to govern the design of new transport termini and 
motoring stops in the UK. Slowly, they are being turned into destinations in 
their own right: shopping centres with planes or trains round the back, or 
supermarkets with dry cleaners, a cafe and, oh yes, some petrol pumps, too 
(Evamy, 1996, 8).

Whilst it is clear that retailing is becoming more prevalent in the locations studied in this 

thesis, in order to understand how these sites have become successful as retail locations it 

is necessary to understand the ways in which the design and incorporation of retailing 

into these sites can maximise the commercial revenue obtained. It is argued that human 

behaviour can be guided or shaped by the built environment. Buildings, and more 

specifically, environments within them, create certain expectations and thus shape 

behaviour (Bitner, 1990; 1992; Newman et al, 1994; Clarke and Schmidt, 1995). Whilst 

the work of Bitner addresses service environments, such as banks, the same notion is 

developed by Goss when examining retail environments, such as shopping malls:

Developers and designers of the retail built environment exploit the power of 
place and an intuitive understanding of the structuration of space to facilitate 
consumption and thus the realisation of profits (1993, 18).

Thus, it is argued that the amount of money people spend at these sites is influenced by 

their physical appearance and layout (Oppewal, et al, 1997). Furthermore, it is argued 

that the actions of consumers, and the amount they spend is not only influenced by the 

overall retail environment, such as the design of the mall, but is also a function of the 

design of the individual stores. Indeed, it is argued that the focus of the retailers and the 

deployment of their capital has in recent years has been concentrated on shaping and 
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constructing the store organisation and layout in a way that increases the intensity and 

extent of consumption (Ducatel and Blomley, 1990).

What is significant for this thesis is that these ideas have been transplanted from 

the high street and the mall to non-traditional retail locations at airports, railway stations, 

hospitals and service stations. That is to say, the design and layout of the shops within 

airports, railway stations, hospitals and service stations is now seen as being crucial in 

determining the total commercial income generated (see for example Doganis, 1992). 

This attitude is only a recent development within the sites studied in this thesis and, 

consequently, retailing has often been poorly integrated into these locations. One reason 

for this poor integration of retail has been put down to the fact that the architectural design 

of sites such as airports, railway stations, hospitals and even service stations is a very 

specialised business. As Frank Gray^, a retail concession planner, explained during 

interview:

It is a very specialised business, with all the piers and baggage reclaim and all 
r/zese zj:j:wgj^ ore very coMpZ^ared^ Most retatZ arcAttgcts have no 
comprehension of that and rZt6 pro^Ze/M Zs rZzat rZte airport rakes a Ziage risk Zf 
rAey ger Zn a reZaZZ arcAZrecZ, can rZzey desZgn an aZ/parZ ZennZnaZ.^ So Zke 
pro6Ze/M Zs zZtaZ zAey geZ a good aZrpo/^ arcZzZzecz and zZzea as/ar as possZ6Ze Zzy 
and/iZZAe reZaZZ Z/z. (Interview, 10/12/96).

This has led to airports being architecturally, rather than retail, driven, as John Harrison 

explained during interview:

TTze proWezM Zs zkaZ zMazzy aZrporZs aaZZtorZzZes are AosZages Zo zAeZr own 
aroAZzecZs. Many aaZAonZies don'Z reaZZse wAaz Zz Zs zAey are AwyZng^ozn zAe 
arcAZZecZs. TTiere are some amazZAg arcAZzecZaraZ pracZZces, wZzose arrogance 
you just would not believe but aZso their ability to pusA through monoZZzAZc 
soZaZZons zAaZ are noZ goZng Zo work /or reZaZZers. (Interview, 18/11/96).

These architecturally-driven practices have even led to some contemporary airport 

terminals being designed in the traditional functional manner, failing to integrate retailing

5 Frank Gray is the Director of Consultancy at Cooke Neil Associates and is an expert on the design of 
airports and the incorporation of commercial facilities within them. He was formerly Marketing Manager 
of BAA and Assistant Director at Houston Intercontinental Airport in Texas. He has also been the Airport 
Retail Editor of ACI Airport Business Magazine.
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and commercial activities into the design. Terminal 2B at Paris Charles de Gaulle airport, 

and Stanstead Airport, for example, are both seen as wonderful architectural statements 

which exhibit a monumental appearance and a grandiose outset to the journey (Newman 

et al, 1994). Stanstead airport, which was designed from new, presented the perfect 

opportunity to create an environment in which retail and other commercial activities were 

fully integrated into the overall building design. Instead of this integrated approach, 

however, the building was designed as a statement for BAA (the privatised British 

Airports Authority) reflecting the origins of the company, when it operated from tents in 

fields. In the eyes of the concession planners this "awesome architecture" has resulted in 

the poor integration of retailing at the site. The consequences of this architecturally-driven 

approach are outlined by Frank Gray:

Most architects are given too much freedom in designing terminals. Too few 
of them are prepared to give proper emphasis to retail activities (the biggest 
generator of concession revenue at most airports) and the result is significant 
revenue loss for the entire life of the building (1995,4).

However, as argued in Chapter Three, commercial activities and a commercial 

attitude have come to take a more prominent role in the operation of airports, railway 

stations, hospitals and service stations. One outcome of this commercial philosophy has 

been the development of retailing in these sites to the extent that in many of them it is now 

one of their most prominent features both physically and financially. As a consequence, 

at the airports, there has been a fundamental shift away from what has been described as 

the "traditional airport approach" which led to many airports being designed with regard 

to operational flows, and the movement of passengers through the terminals onto the 

planes. This operational emphasis remains at many existing older terminal buildings and 

seriously compromises their commercial viability, as such terminals find it difficult to 

exploit commercial opportunities, as Doganis explains:

In the traditional model the terminal is organised to move passengers through 
to a boarding gate or lounge with simple and direct flows with little conflict 
or interruption...It is possible to walk from the entry doors of some terminals 
to the aircraft without directly passing a shop, a service counter or a catering 
outlet (1992, 139).
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In contrast to this traditional approach, a commercial approach has recently been 

fostered by many airports. The aim is to maximise customer satisfaction and commercial 

revenue by considering the commercial aspects of the airport, and retailing in particular, 

as an integral part of airports and their design (Hodgetts, 1995; Doganis, 1992; Schwarz, 

1995; Thomas-Eberson, 1997). This shift in attitude is outlined by Hodgetts:

To become tmly commercial, airports must make sure shopping is viewed as 
a critical service provision and integrated into the building and its operation 
(Hodgetts, 1995, 4).

This notion that retailing is a core function of the commercial airport was also emphasised 

by Stephen Embly^ during interview:

/»fAe parr, wnhZ rgcenrfy, rerarl war on a^er rAowgAr, sowgrAwg rAar war 
AoZre^f oa WA^rear naw in nrarr rgmn'naZr A rr one afrAg^rsr rAmgr rAar 
comer mra rAe c^aaTraM m derenMmmg wAerAer A zr gaiag ra Ae ecaaamzcaZZy 
vraAZg ra jgveZap rAc ai/parT, Aaw A ir garag rapay (trey Aact Aaw zr w 
gazag ra caar/iAwrc ra rAe acraaZ AarZacrr aa^Z ra za rAar rerpccr z'r Azzr Aecaazc 
a^zazZaTaearaZparrafaz/parTr. (Interview, 15/11/96).

Such commercial attitudes has have a crucial impact on the design and layout of 

airports, railway stations, hospitals and service stations, as Doganis demonstrates when 

examining airports:

As far as passenger terminals are concerned it is crucially important to 
approach their design and layout with the intention of facilitating the 
maximisation of commercial revenues (1992, 142).

In many ways, the integration of retailing into the infrastructure of these locations has 

brought them closer to traditional shopping malls in design (see Figure 6.1), as Frank 

Gray stated during interview:

ZVAw CM arcAzfccr wozzZzZ wzzZA zn rAerc zzzzzZ szzy zZs zz AZoozZ^ rg/zzzZ mzzZZ, zZs 
fzzppofgzZ rc Ag zz rgzTMznzzZ AzzzZzZzzzg. Of cz)zzrsg f/zg rgfzzzZ zZgszgngr jzzyf zts zz 
Zz)vgZy fgrmzMzzZ AzzzZzZzng wZrA grgzzf rgrzzzZzzig zVz zY, rAzzr'^ rZzg wzzy zt fAz?zzZzZ Ag 
zzMzZ zt wzzrA:;. /r zZbgfM'/ zZz^rzzrA (Ag ^McZzoM of /Ag j:zrg, zts^ cAvzz)zw wAgrg 
yzzzz zzrg, yow zzrg zn (Ag rg/zzzZ pzzrT z^f zz rg/TzzzMzzZ AzzzZ^zMg. jBc( zA rAg zzZzZ

6 Stephen Embley is a director at Aukett Associates, who are responsible for developing new retail 
concepts and implementing these for a range of leading retailers including Sainsbury’s, Marks and 
Spencer, Tesco, ASDA and Virgin. In the transportation sector Aukett Associates are involved in a range 
of airport and railway projects including landside and airside developments at Manchester, Heathrow and 
Gatwick, as well as the refurbishment of Paddington station.
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approach f/ig arcAifgcf woTzfj you fo 6g in on arcAirgcrwraii)' dgfigng^i fg/Tninai 
6wiWing wAicA happens fo Aavg rgfaii in if. (Interview, 10/12/96).

Figure 6.1 Shopping mall? No an airport terminal!

Source: BAA retail report (1995)

This focus on incorporating the retailing into the building, rather than viewing it 

as a bolt-on accessory has a major impact upon the internal geography of any location. In 

order to maximise the commercial revenue and the success of the retailing in these 

locations, the retail outlets need to be situated in places where the users will come into 

contact with them most often (Doganis, 1992; Hodgetts, 1995; Humphries, 1996; for an 

example of this at the Airports, see Figure 6.2). In the commercial approach to airport 

design, illustrated in part (b) of Figure 6.2, the travellers come into direct contact with 

retailing on three or four occasions, whether they want to or not. This contrasts starkly 

with the traditional approach, (illustrated in part (a) of Figure 6.2) which requires the 

traveller to seek out the shops.
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arrive a: termir^l

by :caf 
bus 
train 
taxi meelers and 

greeters 
go home

Figure 6.2 Airport design: a) traditional approach; b) commercial 

approach

gate lounge

board aircrah

international
board aircrah

Source: Doganis (1992)

The commercial approach to the overall design can also be witnessed when 

examining railway stations, hospitals and service stations. Manchester Piccadilly railway 

station, for example, is designed to facilitate the flow of rail passengers through the 

terminars main entrance, to the ticket office and then on through the main concourse and 

on to the trains, ensuring that they are exposed to a mini mall of shops. It is impossible to 

reach the trains without passing the shopping facilities first (see Figure 6.3). Liverpool 

Street station in London has also benefited from a more commercial approach to its 

retailing. The concourse has been cleared of ad hoc kiosks and vendors, and these have 

been replaced with an award winning reconstruction of galleried stores and services in 

purpose built units (see Figure 6.4).
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Figure 6.3 Mini shopping mall - Manchester Piccadilly

Source: Railtrack station guide
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Figure 6.4 Award winning retail design: London Liverpool Street station

Source: Author

Similarly, when St Thomas’s Hospital, London, was redesigned, retail facilities 

were located in one new main entrance, which was created between two existing wings 

of the hospital rather than tacked on to the existing building design. The new entrance is 

now the main entry to the whole complex and incorporates several retail units which 

visitors and staff have to pass to access the main information desk and the main 

thoroughfares of the hospital (Figure 6.5). Positioning the commercial facilities along the 

main channels of population flow encourages impulse shopping at these locations, as 

Frank Gray stated during interview:

The one thing you /rave to bear in mind about airport retailing, the problem is 
that airport retailing ij' impwkg. 7%g reason tAat people go fo fAe al/porr 
p/imanZy, other fAon a/ew people wAo go landside, Is not to go sAopplng. 
TTze reason people go to a sAopplng nzall on Saturday Is to Awy. So yow are 
dealing wltA a costomer wAose primary /bows Is not sAopplng. TAe only way 
tA^ will Awy Is If yow pot tAlngs tAat are attractive o/id relevant In tAe rlgAt 
position. (Interview, 10/12/96).
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Figure 6.5 Retail therapy? The main entrance St Thomas” hospital

Source: St Thomas’ Hospital
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In the service stations a modular volumetric approach has been introduced which 

allows varying combinations of store size and services to meet local conditions and 

optimise the use of the sites (Finch, 1991). Furthermore, sites are now being purchased 

with a view to their commercial expansion, as Clive Head of Mobil explained during 

interview:

fV/zat r/zeyVe saying now is swre we sgii^A^ei anJ wg'ii always scii/agi 6ar 
Aaw can we apri/nisc aar real csiaie in r/zis particaiar area, anzf aZsa Aavc we 
gat ii zfesigneripraperZy fa aprimisc ir...yaa Aave fa nzaZripZan ^Zesign it anj 
6g/Zgxi6Zg ta rgspan<j ta r/ze ZacaZ envirannzent. (Interview, 3/8/95).

As noted earlier, design is also important in determining the amount of money that 

consumers spend in each service station. Just as impulse buying is key to airport 

consumption, so too, the position of goods and the shelving of the service stations can 

affect sales due to impulse. Again, if the retail element of the site can be bypassed whilst 

paying for fuel (the core function of the site) then retailing will be much less successful 

than if the products are placed in the path of the fuel customer (Finch, 1991). Thus, in 

the individual stores, the skilful use of lighting and directed flooring forces the 

consumers past as many products as possible in a way that means "the built environment 

is physically persuasive and coercive" (Goss, 1993, 31; Ducatel and Blomley, 1990). 

This certainly appears to be the policy of some of the most recently built service stations, 

in which the retailing and particularly fast food outlets, are the key visual elements of the 

store (see Figure 6.6).
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Figure 6.6 Filling station! Retail positioning in the service station

Source: Author

However, while the spatial design of the airports, railway stations, hospitals and 

service stations plays a crucial role in provoking potential consumers to shop, designers 

manipulate the way in which potential consumers are ‘captive’ within the retail 

environment at these sites, sometimes for a few seconds, when the driver is paying for 

fuel, or for a few hours, when waiting to catch a plane. As Goss notes when discussing 

the professional design literature:

In this professional literature, the consumer is characterised as an object to be 
mechanically manipulated - to be drawn, pulled, pushed, and led to flow 
magnets, anchors, generators, and attractions; or as naive dupe to be 
deceived, persuaded, induced, tempted, and seduced by ploys, ruses, tricks, 
strategies and games of the design. Adopting a relatively vulgar 
psychogeography, designers seek to environmentally condition emotional 
and behavioural response from those whom they see as their malleable 
customers (1993, 30).
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The possible manipulation of customers is recognised as a potential weakness of 

retailing in these locations and this is particularly pertinent at some sites, as Frank Gray 

noted when discussing the redevelopment of the airports:

Ong t^fAg arggj wAgrg orgna^fy tAgy kfg crg^zA/Z/ty M fAaf fAgy fggyn fo pwf 
rgfazZ on gvg/y fgwnrg )bof of spncg, wAicA/gr Zoff qfpgopZg, wgZZ ronkZgf o 
ZZffZg Azf. TAgy foy 7 con 'f^A^^^f o fgof Awf 7 gon/znd fgn fAopf... 7g/?nZnoZ Foor 
[Heathrow] is wrong Aggowfg fAgy Zzovg put rgfozZ gvgrywAgrg, m my vZgw fo 
fAg (Zgfnmgnf qfpoffgnggr fgrvzgg. Too con V movg orowmZ without AompZng 
info o fAop onz7 you conV fgg fZzg gofgf propgrZy. (Interview, 10/12/96)

Consumer captivity can also lead unscrupulous retailers and landlords to overcharge for 

inferior goods (a charge levelled at most of the sites studied) as Hodgetts (1995, 3) notes:

If customers are seen as captive and passive then their needs are 
underestimated. The feeling any old offer will do encourages exploitation, 
concentration and a failure to proliferate offers to match customers real needs.

Of course, many consumers realise that they are 'captive' within these locations, 

and they recognise the ploys of the designers, as one customer interviewed at an airport 

explained:

7 (Zbrz 'f fAz»A you can avoW fAg f Aopf, no. ZAg way fAg gfcaZaforf arg 
pofZfZo»g(( rZigy arg not pofZfZoagd toward^ dgparfurgf, fo zAaf you fgg f/rg 
sAopf. ZAaf 'f aZZ fZig dgfZgn Zsn'f if? (Consumer interview, summer 1997).

The retailers and landlords also recognise the problems of designing these sites in a way 

that manipulates consumers, as Ian Cheshire^ of Sears outlined during interview:

7 fAznA fAg Azg zffug...u pgopZg rgaZzfg fZzgy arg capfzvg and fAgrg zf an gxpZzczf 
gZgmgnf of rgfgnfmgnf, fAg Aaffard^ Aavg gof mg Aerg amZ fAgrg u fod aZZ 7 can 
do aAouf zf. (Interview, 8/9/95)

However, Hodgetts (1995,4) argues that when passengers resent being captive they can 

chose not to spend:

Passengers are not passively captive, they resent exploitation and can easily 
choose not to spend.

Furthermore, this is supported by the consumers. At Heathrow, one passenger said:

^ Ian Cheshire is group strategy director of the Sears group and the Chairman of Thomas Pink. 
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Zn ZZea^Arow zfj^ a2y?zosf a; ff^ow arg 6emg /brcg<Z znfo shopping o/kZ yow 
/enow yoM oZwoys sAy owoy/ro/n sonzgfAZng yow ore f)g(ng^rog<Z fo 
(Consumer interview, summer 1997).

Thus, whilst the 'captivity' of consumers in these locations presents the retailers and 

landlords with the opportunity to entice potential customers into their shops through the 

skilful use of design, exploitation and conceiving the consumers as dupes can adversely 

affect users' propensity to consume in these locations. The evidence presented here, 

therefore, concurs with the arguments of Jackson and Holbrook (1995; also Holbrook 

and Jackson, 1996), demonstrating that consumers are active, knowing subjects, who 

can not be simply manipulated. However, it also demonstrates that the corporate 

strategists recognise this and aim to avoid such crude manipulation by being more 

customer focused.

The propensity of people to consume can also be affected by the scale of airports, 

railway stations and hospitals. These locations are large, and sometimes disorienting 

places, and this complexity can cause people to lose their way and feel lost, causing them 

to feel alarmed (that they might miss flights, trains, appointments or get lost) (Newman et 

al 1996). In turn, this sense of scale can affect people's propensity to consume as people 

are more likely to relax and shop if they know where they are and where they are going 

(Doganis, 1992).

Creating a sense of place and the role of brands in consumer 
confidence

Although it has been argued that the commercial awareness of the landlords of the sites 

studied in this thesis has led to a better integration of retailing in these locations, 

designers and landlords recognise that a behaviouralist approach to design and integration 

alone will not maximise revenues in these locations. The generation of consumer 

conndence in shopping in these non-traditional places is also considered as a key issue in 

the growth of retailing in airports, railway stations, hospitals and service stations, and the 

maximisation of retail revenue in them. This section examines the growth of specialist 
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and branded retailing at these sites, focusing on the ways in which these developments 

shape people's perceptions of the retailing on offer, and the consumer confidence they 

create.

As argued above, one of the main problems traditionally associated with retailing 

at the sites studied in this thesis was poor customer perception of retailing in them. The 

key to changing these perceptions of retailing was to understand customer expectations, 

match or improve upon these and so establish positive perceptions of the shopping on 

offer (Hodgetts, 1995). Indeed, the widespread adoption of retailing at the major 

airports, railway stations, hospitals and virtually every service station, suggests that this 

work has been very successful. Table 6.3 demonstrates that nearly 70% of those 

questioned in a survey of users said that they expected shops in these non-traditional 

locations.

Table 6.3 Respondents' answers to the question: 'Do you expect shops in 
this location?'

Count Percentage

Yes 332 69.3

No 146 30.5

Don't know 1 0.2

Total 479
Source: Consumer survey.

Customers expect retailing in these locations, but for retailers to maximise their revenue, 

the individual stores at these locations need to match (and exceed) customers' 

expectations. If they do, it is argued that they will induce customers to consume, 

spending more when they do (Doganis, 1992). In the airports, railway stations, hospitals 

and service stations the presence of specialist retailers and the introduction of "high 

street" branded retailers can be seen as central to matching and exceeding customer 

expectations, and therefore, the growth in customer confidence in retailing at these 

locations.
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Originally, retailing in airports, railway stations, hospitals and service stations 

was a limited, secondary activity. In airports there were single duty-free stores covering a 

broad range of product categories; in railways, a kiosk with a roll up shutter would sell 

newspapers; hospitals usually had a League of Friends tea shop; and many service 

stations merely sold oil, car accessories and a limited range of snacks. Not surprisingly, 

customers had low expectations of retailing at such locations. However, as retailing has 

changed, customers now have greater expectations of what should be on offer both in 

terms of the range and the quality of the products available in these locations. By 

recognising and responding to heightened customer expectations, the landlords expanded 

specialist retailing at these sites, which in turn, has cemented customers' confidence in 

the quality and breadth of choice available (Humphries, 1996; Kirkpatrick, 1994). In the 

airports this demand for greater quality has led to the original duty free stores being split 

from a single cover-all store into many individual retailers specialising in particular 

products. Similarly, the railway stations, hospitals and service stations have expanded 

their range of stores to provide a more demanding customer with more specialist and 

better quality shops.

External factors have added to the pressure to change and improve the retailing on 

offer at these locations. For the service stations in particular, the upsurge of direct 

competition from traditional convenience store operators and supermarket giants has 

meant that forecourt retailing has had to become much more sophisticated, more 

complete, professional and attractive to customers wanting convenience stores 

(Woudhuysen, 1991). The railway stations and hospitals also face such pressures as it is 

too easy for potential customers to fulfil their needs elsewhere (for example at a service 

station, or on the local high street) if the retailing is not up to the standards expected.

Direct competitive pressures are not so great at the airports due to their relatively 

isolated position, although their customers do always have the freedom not to shop at the 

airport and to wait until they reach the end of their journey. Whilst the airports do not face 
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such competitive pressures as the other locations, the proposed changes in duty free 

legislation due to come into force in June 1999 pose a major threat to their retail income. 

If the proposals are introduced it would result in the end of the duty-free trade between 

member states of the European Unions. This would entail a considerable loss of retail 

revenue to a large number of the airports whose main routes are to and from Continental 

Europe. However, the expansion of specialist retailers (as opposed to traditional duty free 

operators) in airports is seen as one strategy to combat this loss, as these specialists trade 

less on issues of price and more on their quality (Chesterton, 1993; Humphries, 1996). It 

is envisaged that the focus of airport retailing will shift away from the traditional duty free 

goods towards gift items, which are a key component of the specialist retailers and an 

area that has been growing in recent years (Humphries, 1996).

The development of specialist retailers in airports, railway stations, hospitals and 

service stations can be divided into two main approaches. First, there has been the use of 

a generic format in which the retailer is not branded. Examples of this can be seen in the 

current Shell Select format and Schipol, Amsterdam, airport's airside mall. Second, an 

alternative approach has been the use of branded "high street" specialist retailers, where 

the retailers operate under their own brand names. Examples of this approach can be seen 

at all of the types of site studied in this thesis. At the airports branded retailers include 

Harrods, Sock Shop, Boots, McDonald's and WH Smith and in the service stations oil 

companies such as Texaco and BP have teamed up with brand names such as Dunkin' 

Donuts, McDonald's, Pizza Hut and Safeways. The railway stations seem to be 

following the example of the airports, with retailers including Sock Shop, Boots and WH 

Smith amongst others, while the hospitals have recently witnessed the introduction of 

high street brands such as Boots and Burger King.

8 Duty free still represents the largest single sector of retail revenue at most airports. Consequently, its 
loss represents a major driving force in the industry to expand retail in non duty-free specialists.
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Historically, many airports, railway stations, hospitals and service stations have 

developed generic retailing formats, using in-house facias and retail formats. Retailers 

had little say in the design and layout of these stores and often a uniform and 'bland' 

generic format was the result (Thomas-Emberson, 1997). An example of this was BAA's 

'Skyshop', selling books and newspapers. This generic format was used even though the 

shops were not being run directly by BAA but were contracted out to WH Smith, 

amongst others (Doganis, 1992). In the first phase of the development of retailing at 

service stations, hospitals and railway stations a similar generic approach was witnessed, 

with the railways using formats such as 'Travellers Fare' across the British Rail network. 

The service stations also opted to use a generic format, with the store often incorporating 

the oil company name, as in 'Shell Select', 'Mobil Mart' and 'BP Express'. However, 

the oil companies took a different approach from the other sites, in that they also ran the 

stores in-house, rather than contracting them out to specialist retailers.

The reasoning behind the initial use of generic formats at the airports is largely to 

do with the large numbers of international passengers who use these locations. For those 

airports with large numbers of international travellers, the use of brands and particularly, 

national brands, was not seen as useful as they may not be recognised (Humphries, 

1996). The example of the national (UK) chemist Boots demonstrates this clearly. To a 

UK consumer Boots is meaningful, whereas to a foreign traveller the name Boots may 

lead them to believe that the store sells boots, as opposed to being a pharmacy. However, 

the use of generic formats has been criticised as anonymous, presenting the potential 

consumers with little information about the nature of the stores, thus limiting consumer 

confidence in the products sold, sales, and ultimately, limiting the profit generated. This 

argument is extended to the wholly domestic environments of the railway stations, 

hospitals and service stations where the generic formats are considered as less attractive 

than their branded counterparts. In the early days of retailing at these locations a generic 

approach may have been necessary because the sites were not considered as attractive 

propositions for all but a few high street brands, but in recent years this position has
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shifted dramatically. The benefits of branded formats and their potential to maximise retail 

revenues is now seen as more advantageous than the continued use of generic formats. 

This is equally the case in the airports where the branded stores (particularly international 

brands) have replaced the generic format in most UK airports, and they are even being 

introduced into sites such as Schipol where the generic approach was previously 

dominant (Doganis, 1992; Humphries, 1996).

Consumers in the sites studied in this thesis have become more selective and 

discerning in terms of the retailers they will buy from (Newman et al, 1994). Such 

selectivity and discernment on the part of the consumers entails that a similarly discerning 

and selective approach is necessary from the landlords when choosing the retailers to 

operate at these locations. The landlords have thus called upon the expertise of branded 

retailers, retailers which are "...distinctive by [their] positioning relative to the 

competition and by [their] personality" (Connellan, 1995, 10) to reassure demanding 

consumers. Branded retailers convey messages of quality and familiarity to the users of 

these sites and therefore have the ability to turn these traditionally non-retail environments 

into recognisable places of consumption.

Branded retailers are recognised by the landlords as having a track record of 

success and they thus give confidence to those who consume. Furthermore, these 

branded operators provide the landlords with confidence in terms of the shop fit, 

products and staff. During an interview Tim Cronin^ acknowledged these benefits when 

discussing the replacement of an unbranded store by John Menzies at Southampton 

General hospital:

Wig didh V ger Menzies in originaiiy, rAe deveioper actwaiiy /mJ a sAop caMe j 
Hoiiy's and" if wasn't sach a Aig/z stanziard. Naw tAey pra6a6iy sz^red 
because t/iey Aad fa deveiap a name and/zt it awt and t/zey ran it tAenzseives.
TAe standard wasn't tAat gaad in terms aftAe attitude af tAe sta^and tAe 
iayaat was guite paar and tAe general gztaiity was gtzite paar. Menzies Aave 
cAanged it Aeyand recagnitian. OAviaasiy tAey Aave tAe maney, Ant tAey aisa

9 Tim Cronin is the commercial manager at Southampton General Hospital.
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Aavg fAg orgonwafion AgA/n^ if oj^ w/g/Z, fAg gxpgn'gncg, fAgy Aavg gof fAg 
M43AoMaZ organwaAon owZ markgAMg pgop/g omA rraZnAig pgopZg, so/gs pgopZg. 
(Interview, 11/8/95).

Such branded national and international retailers are of value to these non- 

traditional retail sites because they also help to overcome precarious consumer confidence 

in retailing at these locations, which in turn leads to greater retail income. Indeed, in my 

survey of consumers at these locations, nearly 80% said that the presence of branded 

retailers gave them confidence in the retailing and the products being sold (see Table 6.4).

Table 6.4 Respondents answers to the question 'How do brands affect 
your shopping behaviour in this location?’_______ _____________

Count Percentage
Brands are too expensive 34 9.0
They give me confidence in the product 382 79.7

I know what I am getting 306 63.9

I only buy brands 10 2.0

They are better quality 137 28.6
N.B. Respondents were able to give more t lan one answer.
Source: Consumer survey.

It is argued by others that the presence of quality branded retailers gives 

consumers confidence because they offset the possible concerns that there might be a 

better quality, range or priced product elsewhere (Humphries, 1996), as outlined by 

Steve Hodgetts^() of Birmingham International Airport during interview:

WAat tAgy arg ZooAAig^r (S' con/rdgncg to spgnd anJ wAaf Arzvgs rAg [/AS 
marAgf in tgnns of can/ldgncg w andowAfgdZy AZgA strggt AranAZng. JTZgA 
.ytrggt AranAZng wZtA tAg MiaZn MiwZApZgS'_f-OMi tAg AZgA ftrggf awZ pgopZg g:xpgcf 
to sgg them, zAgy Azrow wAaZ zAg brand .yZanAs'/br, Zz Zs a sAorZAanA. Tow 
Aon 'Z Zzavg Zo g.xpZaZn zAaZ you arg aAowZ prZcg and posZzZon, yoa walk Zn and 
you ggg DorozAy fgrAZns or SocA SAop or TZg /(acA and you Anow gxaczZy 
wAaZ yow arg ggAZng. So ZA^ arg a zzg^Z .rAorZAand^r czzjZozngrj. 
(Interview, 13/12/96).

10 Steve Hodgetts is the Market Development Manager-Commercial at Birmingham International Airport 
Plc. He is part of a team responsible for the commercial facilities at the airport at both operational and 
strategic levels.

182



Places of consumption

Thus, the retailers give signals to the potential consumers, that help them "...to 

categorise, or make inferences about, the products and services offered by retailers”* 1 

(Newman et al 1992, see also Bitner, 1992).

* * Whilst it is argued here that the branded retailers help to create a sense of (shopping) place in these 
locations, it is important to acknowledge that signs and signals are nothing if they are not read, ‘decoded’ 
and understood. It is therefore argued that the creation of a sense of (shopping) place in these locations, 
and consequently consumption within them, involves a labour on the part of the consumers as Bourdieu 
(1984, 100) notes:

...the consumption of goods no doubt always presupposes a labour of appropriation, to 
different degrees, depending on the goods and the consumer; or, more precisely, that the 
consumer helps to produce the product he consumes, by a labour of identification and 
decoding.

The way in which this identification and decoding are undertaken by the consumer have been expanded 
upon elsewhere (see MacCannell, 1976 and Boorstin, 1961). In these texts it is argued that there is a 
relationship between the signifier (in this case a retail brand, logo or trade mark) and the signified (the 
store, its products and values). Furthermore, it is argued that in this age of global media, the stock of 
imagery and signs that the consumer can identify and therefore, decode and consume has expanded vastly 
(Goss, 1993).

*2 Mark Melvin is manager of retail operations at Texaco.

As argued earlier in this chapter, the notion that the built environment has an 

affect on the propensity of consumers to consume is supported by the work of Bitner 

(1992) and Newman et al (1994). Newman and his co-authors argue that store image is a 

highly significant part of the built environment considered by the consumers. The 

recognition by the landlords that store image and brand image affects consumer behaviour 

has led many of them to focus on the branded route when developing retailing in their 

sites, rejecting the older generic approach. Mark Melvin*̂  of Texaco outlined this 

philosophy during interview:

/r '6 a// ahoMf rAc <;wa//ry br^znds and / wouW not 6wy a SAgZZ 6wrggr (// cowW 
^wy a McDonaWj" larger...F/vc or see yeoM ogo yon'd Aovg got/bod 
poisoning /ronz o sondwzcA zn o pgfroZ stotzon. TVbbody bowg/zt^od/ronz o 
pctro/ stotzon t/zen, and now /zgrg wg arg faying o/z wg'd coot it Agrg/bryow, 
itf a/rgf/z prodwot and boy dbgf it toftg good, it ftngik grgat and toftgf grgat. 
TTzg w/zoig pgrcgptibn Aof cbonggd and tizat'f bgcawfg wg rgoiiy pztfAgd into 
ggtting Pizza Tifzzt. T/zat'f tbg vaiwg o/t/zgir brand, wg coaidn't do that wit/z 
Tgxaoo pizza or a 7gx bnrggr. (Interview, 23/8/95).

Branded retail outlets in airports, railway stations, hospitals and service stations are 

therefore seen as providing a shorthand to potential consumers in a way that gives them 

confidence in the quality of what is offered.
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A further value of branded retailing in these non-traditional retail environments is 

their familiarity to the potential consumers. Such familiarity, it is argued, goes a long way 

to explaining why people using the sites examined here for their core functions will 

actually shop in them, when this is not what they have gone there for. Jones and 

Simmons (1990, 107) note that the consumers' knowledge of retailers is due to the 

"...accumulation of past shopping experiences, often built up over many years. It 

includes memories of visits to stores and an impression of their product mix...". These 

past experiences of brands^^ are crucial when considering how people respond to the 

retail environments within airports, railway stations, hospitals and service stations. With 

a prior knowledge of retailers through their brand image, consumers are at ease and they 

understand the shopping place which they are in, even if they have not been there before 

(Porter, 1997).

It is therefore argued that brands are one of the simplest and most effective ways 

of communicating with the people who are using the sites addressed in this thesis. As 

Connellan (1995, 11) notes, "a strong brand, particularly a strong international brand, 

says things to the passenger instantaneously". The recognition of brands and the 

bricolage of their mobile signs and signiOers indicates that this is a particular (shopping) 

place with particular values (in terms of price, quality and in some cases morality) 

without the actual process of shopping or previous experience of the site being required. 

This last point is important when we acknowledge that it is not always the objects being 

consumed that count in the act of consumption but rather generating a sense of place as a 

shopping location (Morris, 1988).
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The ability of these non-traditional retail locations to communicate that they are 

shopping places in a way that is familiar to the consumers, reassures them sufficiently to 

engender impulse consumption. This is vital because impulse shopping is seen to form a 

m^or and growing portion of the retail sales in these locations (Humphries, 1996) and 

the use of branded retailers is a deliberate policy to expand the size of this market, as 

Doganis notes:

...people are more likely to make impulse purchases in stores whose name 
they Imow and in which they feel comfortable both with the style and the 
pitch of the products and also with the prices and the value for money being 
offered (1992, 148).

However, it is not only the impulse sales that increase with the recognition of brands, 

pre-planned sales are also affected. In these cases consumers have already decided to buy 

particular products knowing that their requirements can be met in these sites. Clements 

noted this pre-planned tendency in relation to branded food at service stations and argued 

that it is a factor that would make them a destination in their own right:

...today branded fast food is the key to gas station success...People will 
make the gas station store a point of destination if there is a national branded 
fast food on offer in the same location. This is because people go for 
familiarity (1996, 17).

This sentiment is conOrmed by Mark Melvin of Texaco when he said during interview: 

...W6 arg gonna par ATC anj Pizza Hat inri<^g rAg famg AaiWing, iAat wiZZ 
become a destination for people, not just a drive post, not just a 
canvgnigncg...rAgy wiZZ pZan to go tAerg. (Interview, 23/8/95).

Similarly in the airports, creating a destination out of terminal retailing is now 

seen as important to building retail sales at these sites. Kelly and Embley (1995,18) 

illustrate how the essential brand values discussed above are integral to building up the 

image of airport retailing as a destination for consumers to visit:

Influencing behaviour prior to arrival at an airport by marketing with 
distinctive imagery, triggering motivations for spending, relevant promotions 
with reassurance about value for money and product availability is being 
emphasised alongside building the personality of the shopping experience.

The notion that retailing can help build the 'personality' of these locations 

demonstrates that the value of retailing and particularly brands, to the locations studied in 
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this thesis, does not stop at the cash registers. As all of the sites are part of the service 

sector, their image is crucial to their corporate success in the long term. The retail image 

can help boost the overall image of the site, benefiting their core function as well, as Ian 

Williams*^ of St Thomas’ hospital explained during interview:

77:6 ppwioM rAar rAe pahgnt or cwsfomer wi///brm wi/Z 6g on/irsr coMtacf. 
TTig)) /MO)' ger ejcceZZeMt service/ro/M rAe cZmicAzMs, rAe)' may get rAeir 
rypointTnenf on hme, fAey may go (ArowgA amZ Aave exceZZent service, Awr if 
rAe AospiraZ is ZooAing ran cZowa and draA, rAey Zzave got a perception in mind 
tAaZ it was on awf/Z pZoce. Zfyaw get zAe swrrowndings rigAz z/zen AosicaZZy iz 
is a good start, and yow con even/dZZ down on some of the Aasic cZinicaZ 
services and zAey may sZiZZ Zzave a good opinion /brmed in zZzeir mind and zZzaZ 
is what is imporZonZ oAowZ zAaZ freZaiZ? area down z/zere. 
(Interview, 9/8/95).

This notion that the retail image of these locations is an important component of 

the overall image of the sites was supported by all the landlords interviewed for this 

thesis. Indeed, some of them saw the retail image as being a key component of the overall 

image they wish to project, as forward looking, professional, high quality, service 

providers. This process of image projection is a further area where branded retailers can 

aid the sites because they lend what Bob Hill, the Director of Property at Railtrack, terms 

"borrowed authority" which enhances a station’s image. This is a view supported by 

Steve Hodgetts of Birmingham International Airport who outlined the added value of top 

quality retail partners during interview:

/ zAZ/zA CMC of zAc Acj-Z zAZags zAaz Aappczzs Zs naZ azzZy does rczaZZZag dnve a ZaZ 
of c/zoagg Za zAc way zAaZ aZ/pacZs arg perceived o/zd zAawgAz of AwZ aZj^a, Zf 
yaw geZ zAe Aesz reZaiZers an Aoard Zz ArZzzgs a ^woZZzy zAZa ozz argoMisaZiaM fzAe 
aZzparZ awzAarZzy? Zzz a wey zAaZ Zs qfrezz zzaZ perceived.../ coz: ZeZZ yaw Zz i\r zzaZ 
yusz zAe mazzey zAey gezzeraZe, Zz'j' zAe <ywaZZZy, Zz's' zZze cwsZamer saZisfzcZZazz, 
zAase are isswes peapZe cZzaase zzaZ Za credZz reZaZZZzzg wZzA. 
(Interview, 13/12/96).

Furthermore, customer loyalty can be built up through the use of branded retail 

partners in the sites studied in this thesis, though most significantly in the service 

stations, where the frequency of visits is greatest. As Steve Hodgetts outlined:

WAaZ Zz wZZZ da Zs odd vaZwe Za zAgZr cxpcriczzcg zAcre. Zf Tcxoca s'crvZcc 
jZazZazzs aZways Zzovg a AfcDazzaZd'j' oZZocZigd Zo zAcm zAczz zAcy wZZZ ggZ a

14- Ian Williams is the marketing and commercial development manager at St Thomas’ hospital London. 
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Z?mM^/ ZoyaZfy a s' f/wy movg fArowgAowf f/zg f/K TTzgy vpzZZ see fAgrg' s a 
Texaco, fAgr^rg if A6L$ Tlgxzzco pZws x a/izj y wkf fAzzf agazM zs about 6ra/zz7 
con^gMCg TMorg f/zwz ZoyaZfy pazt^zzZzirZy. Ze? agazM f/zg azzpozfs co/z ZzzzzW on 
f/zaf gjiyggfafzon owf 6ggomzg jynonyznozzs wzfA f/zg ^zzaZzZy of fAg ^rozzgfs 
wzf/zzM fAg/M... 
(Interview, 13/12/96).

Such is the strength of this synergy and added value that the brand names now share the 

pylon sites advertising the service stations. According to Clive Head of Mobil, these 

advertising sites were previously seen by the oil companies as sacred. But it is now 

recognised that the retail brands help generate volume on the forecourts and boost fuel 

sales, consequently, retail brands have been given joint star billing with the oil company 

name. Furthermore, airports, railway stations and service stations now place a clear 

emphasis on the branded retailers and the retail offers available in their sites when 

advertising (see Figure 6.7).
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Figure 6.7 An example of using branded retailing to advertise a service 

station

Pkyi 
-Hut

TEXACO SERVICE STATION 
CITY ROAD, HACKNEY 
0171 336 6969

Source: Texaco advert

The gZo6aZ viZZugg; a j^omogenoMS muss fo/ reZuZZers)?

The seemingly inexorable move towards the utilisation of branded retailers at sites such 

as airports, railway stations, hospitals and service stations, and their role in creating the 

retail identity of these places also, generates a major problem for them. Just as they are 

using the brands, and retailing in general, to produce a sense of shopping place within 

them, so the use of brands destroys the sense of these places as individual and distinct, 
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places. The presence of branded retailers within these locations can lead to them 

becoming repetitive and boring, failing to provide any local flavour due to the dominance 

of national and international brands. Consequently, it is argued that if the use of brands, 

and especially international brands, becomes too commonplace then the opportunity for 

providing a unique environment, particular to the location or country, disappears 

(Inkster, 1995). The same is true for the products available. Because of improvements in 

transportation and refrigeration the product is now 'closer' to the consumer. The very 

thought of Coca-Cola or McDonald's seems to draw our attention to the interdependence 

of the world and the way in which time, distance and difference become eroded, leaving 

us in the situation where there is a homogenisation of everyday life (Boorstin 1961; 

Featherstone, 1993).

The use of global brands, in providing familiarity and confidence, could lead to 

many of these sites becoming over familiar and standardised, and thus result in the loss 

of their individuality for the purposes of marketing, in a similar manner to 

homogenisation of the shopping mall (Boorstin, 1961; King, 1990; MacCannell, 1976; 

Sack, 1988; Shields, 1992; Zukin, 1991). In their attempts to create a familiar sense of a 

shopping place, therefore, the landlords of the sites could be accused of reproducing the 

"...placeless tone of the indoor malls which form the conventional retail core" (Crewe 

and Lowe, 1995, 1987). Indeed, locations such as airports, railway stations, hospitals 

and service stations are said to represent the archetypal 'non-place' (Aug6, 1995, see also 

Crawford, 1992; Jacobs, 1994; Shields, 1992; Sorkin, 1992).*^ This is an issue which 

retail planners are acutely aware of as Frank Gray explained during interview:

'5 Whilst I argue that the use of brands in these locations can be seen to lead to the homogenisation of 
experiences at these sites, this is not to deny that places have multiple meanings and identities (Massey, 
1993). Furthermore, it has been argued that the very signs that create the sense of place in these sites do 
not have fixed meanings, but can be "...appropriated, transformed, adapted [and] treated differently by 
different individuals, classes, genders [and] ethnic groupings..." (Hebdige, 1988). Therefore the meaning, 
or sense of place, can be hijacked and re appropriated by ‘knowing’ or ‘ironic’ consumers (Shields, 
1992a).

16 It is argued by several authors that the modern world and society is characterised by acceleration. This 
acceleration, it is argued, has significantly reduced the individuality of places and resulted in what Auge 
(1995) describes as non-places. Morris (1988a, 6) argues that;
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...fAg Z<iyf fA;ng 7 wonr fo jb w Zoot boot wAen / tore refirecZ OM^Z so)) we// 7 
(Z/b fAg rgfoZZ Zn 7(o/Mg onb ScAZpoZ on<Z wAgrgvgr, o/ztZ 7'oi prow^ to j^o)) fAgrg 
fj^ o j)wrggr ^/ng, o Body SZtop, o Ti^nZctgrAox, o 7Zg 7?oct Zn oZZ (/zAgoi. Wg 
org trying vg/}) Ziorb MO( Zo (Zo zAaZ. Z/T^rAotoZgZ)) oZ/rgr oZ/porZs org ZootZng oZ 
zAg ^AA^ ontZ zAg ScAZpoZs ozkZ soyZng 7 wo/iZ zZioZ Zoo. (Interview, 10/12/96)

Consequently, the landlords and retailers are beginning to understand the pitfalls of over 

familiarity and to recognise the value of a unique sense of place and novelty as a 

marketing tool. Whilst they are employing brands to reassure customers and to create the 

feeling that this is a place of consumption, they are beginning to pay greater attention to 

the 'local' sense of place.

The situation as it stands can therefore be summarised as a move towards 

including the local in order to stave off the uniformity of global brands, a process that has 

been termed 'globalised localism' (Thrift, 1994; Crewe and Lowe, 1995). The aim is to 

create a sense of place that is a combination of both local and global signs, products and 

strategies, which are consumed on an individual basis. As Sack succinctly puts it "...for 

the world variety has diminished. For the individual variety has increased" (1988, 660). 

This transition from the local to the global and back to the local to create a sense of a 

shopping place is again summarised by Sack (1988, 661) when he says:

A place is often thought of as a unique set of attributes at a unique location. 
This is especially so before a place becomes 'commercialised'. Therefore we 
can expect that when a place 'enters the market', so to speak, it must 
advertise itself as having generic qualities such as being accessible and 
having this type of service or that. As places become 'consumed', they lose 
much of their former uniqueness. Commercialisation makes them appear 
more like other places. At this point they (like other generic mass-produced 
products) must differentiate themselves from competing places. This 
appearance can lead to reinventing something of their past contexts...

Speed undoes places and a succession of pseudo-places reduces the complexity of the 
environment to hotel chains, motor way restaurants, service stations, airports, shopping 
centres, underpasses, etc. And indeed for Virilio, speed consumes time, narrative, as well as 
space: speed is itself a ‘non-place’... In the ‘accelerated impressionism’ of an aesthetics of 
disappearance, the landscape becomes a blur, a streak, and no sense of place can survive.
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This strategy is already becoming a reality in some of the airports, as Frank Gray 

described during interview:

AzV^orrs ngg^y to rA/nA of nof yrtrf w/zaf t/zc cwffOMier woMts^ 6wf w/zot t/zcy 
TMzg/zf fgg as (Ag focoZ/kvow, Anngmg zzz o 6zt offA^ ZbcoZ rggzonoZ owZ 
notzoMoZ/ZovoMf zrzto fAg azrport. TTzof'^ ^(gicz^Zf fo do zzz fooze cozmfngf. 
JToZZorzd, oporf/rooz/Zowgra orzd cZogf. zAgy Aovgn'Zgof o ZoZ. BzzZ (fyow Zoot 
of ports of Aozgrzco, f ortZozzd Orggozz Zzovg do»g zt o/zd zAgy Zzovg o AgozzZz/zd 
ZzZtZg mo/Z wAzcA zs ZzAg o crgoZzozz of zAg Aesf of ForzZo/zd, oZZ zAg prodzzcZs sggfz 
ZM Portland, ZoczzZ pgopZg going on Azzszngss os wgZZ os visitors toAg o piggg of 
f ortZond. Aizports nggd to do tZzot, reflect tAgir own czzZtzzrg, ond tAgir own 
ZoooZ ond rggionoZ/Zovozzr, ond if tZz^ don't do it wg org going to Aovg oZZ tAg 
same bloodf rgtoiZgrs in oZZ tZzg oirports, tAot's t/zg/gor / Zzovg. (Interview, 
10/12/96).

One consequence of this recognition of the 'placeless tone' at airports, railway 

stations, hospitals and service stations has ultimately been the branding of the sites 

themselves to provide an individual sense of identity within them. As Goss (1993) notes, 

the creation of an individual identity for retail locations has been developed with respect 

to shopping malls, and many malls are now designed with a particular ‘personality’. 

Again it appears that the ideas of the mall are transferring to new places of consumption 

and David Fraser, a Director of Fitch, argues that airports are beginning to brand their 

overall image in a way that presents the public with a unique identity. Examples of this 

include Dubai airport, where the personality of the airport focuses on it being the Duty 

Free capital of the world, and Schipol airport, where the focus is on leisure and 

entertainment. Such trends look set to continue, with the possibility of a pleasure park 

and museum of aviation forming a focal feature of Gatwick airport.

Time (to go shopping?)

As discussed in Chapter Five, time, and the lack of it, plays a crucial role in generating 

the demand for retailing at the sites studied in this thesis. It was argued that the lack of 

time in peoples' busy lives and the advent of the 24 hour society have led to the growth 

of retailing in airports, railway stations, hospitals and service stations, and the success of 

these locations as places of consumption. Here, rather than re-examining the influence of 

time in generating general demand for retailing, the period of time spent within the sites is
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considered as a key factor affecting people's propensity to consume. Time is understood 

to be of fundamental importance in the decision making process and in shaping the 

consequent actions of consumers (Bergadaa, 1990).

The time spent in retail locations has a direct bearing on the propensity of people 

to consume within them. It is argued that as people spend longer in locations, so their 

spending increases. This is noted with respect to shopping malls, when reviewing the 

notion of footfall:

Our surveys show [that] the amount of spending is related directly to the 
amount of time spent at centres...Anything that can prolong shoppers' visits 
are in our best interests overall (a senior vice-president of leasing and 
marketing, quoted in Goss 1993, 22)

The consequence for retailing in airports, railway stations, hospitals and service stations 

is that their retail revenue is affected by the amount of time people spend in these 

locations (dwell time). Retailers obviously consider the length of dwell time when they 

contemplate opening premises at these sites, and consequently, the sites with the longest 

dwell times are in the best situation to develop the greatest range of retail outlets as they 

are the most attractive retail locations. This is reflected in the fact that the airports have the 

broadest retail offer, while the service stations have the smallest range on offer.

Dwell time is short for most of the users of service stations, commuters at railway 

stations, business travellers at airports and the workers in hospitals. Consequently, the 

amount of time to 'go shopping' in these locations is restricted, in turn, restricting 

consumption. In contrast, however, the dwell time for hospital patients, non-business 

travellers at airports and leisure and long distance rail travellers is comparatively long. At 

the airports, dwell times can be very long (sometimes greater than 3 hours) and for 

hospital patients the amount of time spent at the hospital can be considered in days rather 

than hours. These sites would therefore appear to represent the best locations for retailing 

with reference to dwell time. For some patients and many air travellers long dwell times
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can lead to greater consumption, as shopping is an ideal way to relieve boredom and kill 

time (Gilchrist, 1994; Newman et al, 1996).

Dwell times at the airports, railway stations and hospitals may be extended by 

people's anxiety. This anxiety often prompts people to allow longer time periods to cope 

with bad traffic and other delays but still make their appointment or catch their train or 

plane, a notion eloquently espoused by A A Gill (1996,24) with respect to flying:

I was never cut out for the jet set as I get terrible travel angst, a morbid fear, 
bordering on psychosis, about missing planes. Put an airline ticket in my 
hand and most of my common sense trickles out of my ears. I once turned up 
a day early for a flight and had to spend 24 hours in Toronto airport.

This safety period was noted during customer interviews even for those who know 

exactly how long it takes to travel from home to the airport:

W<? tend to set off a bit early, we know it takes us half an hour to get here 
/rom Ao/ng Awt we aZZow extra, we dbn 't Zeave A to cAa/ice.
(Consumer interview, summer 1997).

Anxiety can therefore generate longer dwell times within the airports, railway stations and 

hospitals, and consequently, generates greater amounts of time in which people can be 

using the commercial services and spending money.

However, longer dwell times do not automatically lead to a greater propensity to 

consume and the landlords of these sites recognise that controlling the location of 

customers during their dwell time can significantly affect commercial returns. As

Connellan (1995,7) notes:

Work out the optimum time that you think is appropriate for the landside 
facilities that you have available and then arrange for the departure boards to 
bring people through passport control at the earliest opportunity to start 
spending in the duty and tax free area.

There are suggestions that dwell times have been manipulated at the airport, as William 

Chellingworth, of Burberry, suggested during interview:

7 ^on V rAZnA rAgy'<7 ogZ/nZt it Aut my goodAgM gvgry dmg you go fArowgA rAgy 
os'A yow to check in an awful long time before your flight, and I wonder, in
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fAg pasf ff W6M_A)^ s^gcwnfy c/iects, 6wf 7 won^fer Aow ynwcTi offH^ a 
coTMMtgrcfaZ t/gciszoM 7o gg^ pgopZg fo spgw7 morg. (Interview, 26/7/95)

Such suggestions leave the landlords open to criticism from the consumers in the same 

way as some resent the manipulation of location design. There is a balance to be struck so 

that travellers are not called to the airport too early which produces feelings of resentment 

and negative reactions to the retailing on offer. However, the landlords need to give 

customers enough time to explore the retail outlets if they so desire, as a lack of time will 

severely limit the consumers propensity to consume.

The Emotional Journey (and the consequences for 
consumption)

The previous sections have illustrated how peoples’ propensity to consume can be 

affected by design, sense of place and time . All of these elements affect consumers by 

shaping their emotions. However, peoples' emotions can also be affected both positively 

and negatively by the core function of the sites, be it to fly, catch a train, for health care 

or for fuel. Neil Whitehead, a director at Fitch, argues that "Nine tenths of retail 

environments ignore the crucial emotional component of today's consumer" (Whitehead, 

1997). This section addresses this failure when examining how the emotions of potential 

consumers are a key element governing people's propensity to consume, whether those 

emotions are positive, exhibiting excitement and expectation, or negative, exhibiting 

anxiety and fear.

At airports, travellers' emotions are observed to be positively affected by various 

components of the 'airport experience'. One element is the relative novelty of the 'airport 

experience' for many - though not all - travellers. The novelty of the 'airport experience' 

engenders a certain level of excitement that is often associated with air travel and 

evocations of far away, exotic and mysterious locations (Newman, et al 1994, 1996). It 

is argued that this novelty generates a certain excitement which can lead to an increased 

propensity to consume, as one customer explained:
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Certainly ivAgM )'ow arg of an a;/po/t it w swcA a rgZaf;vg(y novgZ gjtpgngncg. / 
OMZ)'/Z)' fa} fArgg ar/bwr fZ/Tigf a ygar, fa wAgn yaw Zaa^ aZ Aaw /Ma/i} da}f a 
year yaw arg za on azzparf zZ camgf azzf of rgZafzvgZy fzzzaZ^ fa zf'f ZzAg aA 
M/aw, ZgZf ga azz^Z Aavg a ZaaA: af these fAapf.
(Consumer interview, summer 1997).

Many of the landlords and retailers interviewed for this thesis acknowledged these 

heightened emotions and argued that this differentiated consumers at the airports from 

those found at traditional retail locations, as Steve Hodgetts explained :

Many pgopZg ar ozz azzparT ddzz 'r fgg ZzzgZz frrggr fZzappzzzg of a pZgofzzrg, rZzgy 
fgg zr Of a cZiarg rZzar Zzaf ra 6g dazzg. Ar rZzg azzparr rAgy fgg Zr zzf azz 
apparTzzzzzZy ra pzzr rAgzzzfgZvgf /zrfr, Zr'f 'zzzg rzzzzg'...WZzgzz rAgy arg zzz azz 
azzparr rA^ arg zzz r/zar farr ofzzzaozZ rZzar 7'zzz zzzzparrozzr, 7 jgfgrvg 
something’. (Interview, 13/12/96).

Furthermore, there is the view that air travel is both glamorous and elite which adds to the 

sense of anticipation felt by many people, even those who are frequent flyers (Newman, 

1996).

Travellers' emotions may also be different at an airport due to the fact that many 

people are travelling for their holiday. It is again argued that this puts many customers in 

a different frame of mind, as Richard Jones, of Allders, explained during interview:

7 rAzzzZ: zAg Zgzfzzz-g Zz-avgZZgz-f wAa az-g ZravgZZzzzg azz ZzaZzday az-g zzz AaZATay zzzodg 
azzd therefore their attitude to shopping is fundamentally different to zAg 
wggA/y gz-zzz^/ azz zAg AzgA fZz-ggZ. 7 gzzgff zAgy appreciate zAgzz" arg<7zZ caz-^f zf 
gazzzg Za ZoAg a AzZ qf a AaZZgzVzzg ozzzf zAgy zAgz"^z"g Agcazzzg Zgff pzicg 
fgzzfzZzvg az!z7 zAgz-g zf ggrZazzzZy gvwkzzcg zAaZ zAgy wzVZ Zroz/g zzpTrazzz zAgzr 
zzazTzzaZ Arozzzf Za fazzzgzAzzzg zAaZ'f zzzaz-g zzfpzzaZzazzaZ Agcozzfg of zAg/acZ zAaZ 
zAgy arg azz AaZzg&Q'. A/fa zAg _^gz zAaz zAgy arg a fg/gcz caZggazy of ZravgHgrf 
ozzd zAgrg Zf zAaZ AzzzzZ offzzaA gZgzzzgzzZ Za zAg)hcZ zAaZ zAgy arg zzz zzzz 
azzparZ...yazz arg a fpgczaZ pgrfazz zzz a fpgcza/ pZacg. (Interview, 16/8/95)

Thus we can see that there are heightened emotions, or mood states, associated with 

being in an airport and being on holiday. These heightened emotions can directly effect 

people's propensity to consume, as one consumer interviewed suggested:

7 cawZd zzaZ ojg^rz^ azzyzAzzzg, aZzAazzgA Agzzzg zAgrg przZ zzzg zzz zAg zzzaozf Za 
fpgzzd zzzazzgy. 7 Aa<7 zAzf /ggZzzzg zf 7 cozz z^rd Za/Zy fazzzgwAgrg, 7 cozz q;$^rd 
Za ZrgaZ zzzyfg/f 7 Aavg Zgrzzzgd zAzf zAg 'gzzazzgA Za/Zy, gzzazzgA za Azzy' 
fyzzzfrazzzg. AZZ zAafg ZzZZZg zAzzzgf zZzaz yazz wazzZd ZzAg za Awy cazzzg rzzf Azzzg Za 
zAg^rg. (Consumer interview, summer 1997).
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Understandably, this increased propensity to consume is recognised by the landlords and 

retailers, as Hodgetts (1995, 13) remarks:

Never underestimate the sense of excitement our customers have about 
airports. Don't disappoint them and build on their excitement to satisfy their 
desire for self-gratification.

Although only the airports have been discussed with respect to peoples' moods 

being positively altered, some consumers at the railway stations, notably long distance 

leisure travellers, also exhibit similar uplifting emotions, as one railway user explained:

WfrA WaterZoo, 7 aZ/nosr ZooA/bnvar^ to poffwg fArongA tAerg. 7 am m a 
mucA Agrrer moo<7 wAen 7 am travelling .rorngwAerg. f arTicwZarZy Zf / am on 
rAg aahvar<jyaamgy 7 am ZaaAmg/brwar^i to wAgrg 7 am going. So in 
IVatgrioo 7 Anow wAat w rAgfg ami impulse pwrcTiafg aZmos^t gvgry rimg. 
(Consumer interview, summer 1997).

It can therefore be argued that the change in emotions associated with the journey or 

'airport experience' can lead to people being in a mood that engenders consumption.

The 'airport experience' does not, however, only lead to a heightened emotional 

state. For many travellers there is an element of anxiety and fear associated with that 

experience. Whilst this anxiety and fear can be seen to reduce the propensity of travellers 

to consume (a topic covered in the next section of this chapter), paradoxically, anxiety 

can also create an even greater level of consumption in airports and railway stations. With 

respect to airports it has been noted that the anxiety people experience changes over time. 

As such, it is argued that an emotional journey is experienced in parallel to the physical 

one, and this emotional journey has a clear impact upon people's propensity to consume. 

These anxiety 'stages' are represented in the work of Schwarz (1995) who outlines their 

relation to consumption (see Figure 6.8). In this diagram it is clear that the anxiety 

'stages' at check-in are very high and so reduce the propensity to consume, falling 

gradually after check-in, to a state whereby the traveller is less anxious, even relaxed, 

and therefore more likely to consume.
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Figure 6.8 The emotional journey and anxiety stages at the airport

Source: Schwartz (1995)

These anxiety ‘stages’ can be seen to partly control the propensity of travellers to 

consume. When tied to the heightened emotional state of the journey, the anxiety ‘stages’ 

can actually accentuate the propensity of people to consume in the low anxiety stage after 

check-in. John Harrison of Fitch, noted that this build up of anxiety starts before arrival 

at the airport:

At some stage everybody has experienced high levels of stress o.s a rg.yuZf q/ 
ggm'ng to an afTport. Tow watg np ;n tAg nzf(/(/Zg qffAg night won^/gnng wAaf 
w going fo happen...You arg in fAg Aan6i.s qy^fg as to wAgf/igryon arg going 
to ggi tAgrg or not, gvgn/br^gqugnt travgiigrs wAo igavg tAg office too iatg 
an^ so arg worrigci about ggtring riigrg. 
(Interview, 18/11/96).

Echoing Schwarz (1995), Harrison notes that anxiety or stress builds to a peak at check-

As yow approac/z f/zg ai/yorf f/zg rypg of stress c/zanggs anci now yozz Aavg 
arrived iis nzorg aZzozzf o/z Co(i iAgrg arg gnormows gagwgs, or wiii / Aavg to 
sir in f/zg miciciig, or wiii / 6g sfwoA in s/noting. /I iof qfhwsingss pgopig 
spo&g ahowf paf/zgfic f/zings iitg if/'nz iafg on f/zg piang f/zgy won'f /zavg a 
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copy of fAc fT wAicA 7 wonf /o rcA7. So fAcy ggf ffrcss^c<7 owf OM(/ m poroZ/cZ 
.. wZfA this sfrCiff fAcrc Zs o/iZZcZpoAo». Z^vcn/br/rc^wcnZ travellers zZicy orc 

cxcZfc^ZAyZz. (Interview, 18/11/96).

However, once check-in is complete anxiety levels fall, but excitement is still high, 

creating a period Harrison terms 'Happy Hour':

Zf is only at tAc point wAcn yoo orc handed yoor Aoor<7Zng pos.9 tZzot jrtrcss 
ZcvcZs begin to ^rop (^ AntZcZpotZon ZcvcZs contZnoc to rZsc on^Z ot tAZs poZnt 
wAcrc .rtrcss ZcvcZs (Zrop 6#yoo enter o metaphorical stote coZZe^Z 'ZZoppy 
TZoor'. TAere ore very AZgA o<7rcnoZZne ZeveZs coopZetZ wZtA o desire to speneZ 
.fomc TMoncy. fcopZe toZA oAowt Zt AeZng ZZAe tAe.^rj't (Ary oftAe .roZcj'. 
(Interview, 18/11/96).

It can therefore be seen that an emotional journey at the airports has two 

components, excitement and anxiety, both of which build before check-in. However, 

after check-in anxiety levels drop whilst excitement remains high^^ (see Figure 6.9). This 

emotional journey thus shapes the overall propensity of travellers to consume within 

airports.

Figure 6.9 The emotional journey and happy hour

Source: After Harrison (1995)

1’7 The argument espoused by Harrison during interview is supported by my own studies of the emotional 
journey, in which travellers were asked to note their emotions during a journey and note how this affected 
their propensity to consume. These accounts supported the notion that the period before check-in 
generates an.xiety, which dissipates post check-in, leading to a feeling of wanting to do something, of 
which shopping was an option, although leisure activities were also noted (e.g. arcade games).
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Although the airports and railway stations can both benefit from the heightened 

emotional state of people passing through them, the converse is also true for all of the 

sites studied in this thesis. That is to say, peoples' moods can be made worse by visiting 

airports, railway stations, hospitals and service stations as they are often associated with 

stress and anxiety. Whilst it is demonstrated that such emotions stimulate greater levels of 

consumption in some consumers, others react in an opposite way, reducing their 

propensity to consume.

At the airports, stress can be the result of a number of factors, from a fear of 

flying to anxiety related to departure times, check-in, way finding and getting lost. Much 

of this anxiety is built up prior to arrival at the airport and pre-check-in as one customer 

noted:

1 feel nervous, especially if it is busy. We got straight through but if it is 
or yow ger AcW up on rAe Motor way...

(Consumer interview, summer, 1997).

Another customer highlighted the fear of flying, saying:

/ Aor^f/y s/gpt tAe nzgAt 6^re //Zgw...7t A:gpt occwrrMg to me tAot t/zere 
not 6ggn a mq/or pZone crojA/br a Zbng h/ne./ 
(Consumer interview, summer, 1997).

This uneasiness with respect to missing flights and a fear of flying (or more 

accurately crashing) is supported by the research of Newman and his co-authors (1996) 

who argue that anxiety is greatest amongst infrequent travellers. Anxiety and stress are 

also familiar at the other locations. At the railway stations there are the same fears about 

missing trains and connections, with the possibility of long delays to the journey. At the 

airports, the crucial point seems to be that the passengers need to be able to see their 

departure gates whilst in the shopping area (Doganis, 1992). At railway stations people 

need to see platforms, or departure boards, whilst at the hospitals, it is important that the 

routes to the wards and clinics are clearly visible. If these gates, platforms and routes are 

not clear some people become anxious about where they should go next. This anxiety can 

lead to 'gate lock', whereby the consumers bypass the retail facilities and go straight to
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their final destination in the sites, with negative consequences for the retailers' incomes 

(Humphries, 1996; Doganis, 1992).

The service stations also suffer adversely from the anxiety and stress associated 

with driving. Here the nature of the forecourt adds to the stress that consumers might 

feel, as John Harrison explained:

rZze petrol station is the obverse of an ideal retail environment m rAat on rAg 
AzgA sfrggt you go^oyn r/i6 coW pavement outs/Jg ro a nzc6 ciuWZy 
gMvzroMTMgnr, wAergos m <3 pgrroZ sratZon you ggf our of your nZgg com^ cor 
on^Z stand Zn r/ig coZ(Z. So .yrrgss ZgvgZs org vg/y AZgA zZig TnZnZ/nu/M you 
COM gxpgor^om o pgZroZ .yrozZon Zs to toAg owoy rZuzZ j'Zrgss. 
(Interview, 18/11/96).

Added to this, the cost of petrol, and the fact that you pay for a product that you do not 

actually see, ensures that service stations are not popular destinations, so reducing the 

propensity of people to consume in them. It is therefore clear that whilst anxiety and fear 

may help to create ‘Happy Hour’ for some customers, for others, the anxiety, stress and 

fear associated with these sites has a negative impact upon their propensity to consume, 

which may be difUcult for the landlords and retailers to overcome.

Conclusion

This chapter has demonstrated that retailing has become an integral part of the airports, 

railway stations, hospitals and service stations. The designers of these locations have 

increasingly come to consider the flows of consumers and direct these flows past the 

retailing facilities, in an attempt to maximise retail revenue. Furthermore, the image 

making qualities of retailing and particularly, branded retailing, are now seen to play a 

crucial role in producing the overall image of these locations even though it is not the core 

activity at these sites. Quality retailing helps to raise customer confidence, both of the 

retailing and the overall site, in turn helping to increase activity and profitability of the site 

in both its core and secondary functions. Within the airports, railway stations, hospitals 

and service stations, the value of brands is signiHcant in establishing them as sites of
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consumption and in generating the confidence of users of the core function to shop, thus 

boosting commercial revenue. This is a notion now recognised in most of these locations 

and it has become particularly prevalent in the service stations where the tie ups between 

the oil companies and branded food retailers have accelerated during the 1990s.*8 

Furthermore, it has been argued that time and emotion impact strongly on the shopping 

process at these locations and that we can not fully understand why retailing succeeds or 

fails unless we have a better understanding of the consumers in these locations.

However, it is clear that whilst these four key issues have been examined separately, it is 

the combination of these factors that has made retailing in airports, railway stations, 

hospitals and service stations the success that it is today and due consideration of these 

factors will also lead to greater success in the future.

However, it has also been noted that customers can feel manipulated and 

exploited in these locations. Furthermore, the possible homogenisation of retailing in 

these sites could result from the over use of national and international brands. Such 

manipulation and homogenisation could engender popular resentment of retailing and a 

loss of distinctness across the sites. Allied to the natural problems of time and anxiety, 

these locations thus present complex retail management problems that are not easily 

resolved. The creation of retail space is a complex process, and at each of these sites, 

managers are constantly developing their approach in a manner which increasingly 

recognises consumers as active and knowledgeable subjects and which avoids the crude 

attempts at manipulation and exploitation witnessed in the past. In this sense, it is 

significant that retail managers are taking the lessons from the high street and the 

shopping mall into these new retail locations, translating experience from one space to 

another.

18 See Chapter Three for a review of recent collaborations between the oil companies and branded 
convenience, fast food operators, and supermarket chains
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CAap^gr SgpgM
TVgw Ggogra/)Aig^ o/ jRg^arZmg

Introduction

British retailing is a dynamic part of the economy in which locational and organisational 

transformations have occurred apace in recent years. Since the late 1960s and early 

1970s, the retail sector has evolved from being a phenomena of the 'high street' to being 

increasingly decentralised. This retail decentralisation has taken place in three 'waves' 

with the consequence that new locations away from the 'high street' have become 

increasingly significant to the retail landscape. The first wave witnessed the move of 

grocery retailers to edge-of-town supermarkets in the late 1960s and early 1970s. The 

second wave, initiated in the 1970$, saw the emergence of retail warehouses and retail 

parks, in which retailers of predominantly bulky goods moved out of town centres. And 

the third wave of retail decentralisation involved the development of regional shopping 

centres, which provide an alternative to the high street. These developments have been a 

response to changing market conditions. Consumers have become more mobile, affluent, 

segregated, discerning, knowledgeable and demanding, both in terms of the goods they 

buy but also the locations and times at which they wish to shop.

Changes within the retail landscape have been of considerable interest to 

academics. Indeed, the work of geographers, with their gravity models, has been utilised 

in the assessment and planning of much retail decentralisation (see Wrigley, 1988). 

However, retail geography has not remained static and new theoretical and empirical 

developments have been made. Three strands of thought have developed in retail 

geography: orthodox retail geography, economic geographies of retailing and cultural 

geographies of retailing. In recent times retail geographers have attempted to draw 

together the various strands of the subject, to forge a 'new' retail geography which
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examines the political-economic and the socio-cultural factors at work in the retail 

landscape.

The retail landscape is continuously changing and it is this continued dynamism 

which presents retail geographers with new possibilities for study. In this regard, the 

development of retailing in airports, railway stations, hospitals and service stations is a 

new phenomenon which has not yet been examined in academic research. Retailing in 

such locations is different from traditional high street locations and other decentralised 

retail locations. Furthermore, these sites can be examined to discern whether this (fourth 

wave) retail decentralisation has implications for the traditional retail locations, and 

whether these new developments signal the future of retailing in the UK. Thus, this 

research has examined the development of retailing in airports, railway stations, hospitals 

and service stations. These sites were chosen for a combination of reasons. First, they 

are non-traditional retail locations in which retailing is becoming increasingly prevalent. 

Second, their retail revenue is growing at a faster rate than the retail sector as a whole 

and, as such, these locations represent a developing sector of the retail landscape. Third, 

more than one site type was chosen to examine the wider significance of such 

developments and to assess whether there are common motivations for development 

across the sites. Finally, several sites were chosen to avoid what has been dubbed the 

'tyranny of the single site' (Jackson and Thrift, 1995). In this way, the research 

conclusions can be argued to have significance for the retail industry at large and not just 

the single site in question.

This examination of the development of retailing in airports, railway stations, 

hospitals and service stations has concentrated upon four key issues:

« The motives of landlords to develop retailing in what can be described as non- 

traditional retail locations.

' The motives of retailers to expand into these locations.

* The motives of consumers to shop in these locations.
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* How these non-traditional retail locations have been developed in a way which makes 

them successful shopping places from the perspective of landlords, retailers and 

consumers.

In examining these themes the research conducted for this thesis lies within the 

tradition of ‘new retail geography’. As such, the thesis aims to include the economic, 

political, cultural and social factors behind the development of retailing in airports, 

railway stations, hospitals and service stations. In so doing, this thesis has demonstrated 

that the development and success of retailing in these locations is the consequence of 

wider processes of change in the economic, political, cultural and social landscape of the 

UK.

Landlords, Retailers and Consumers: The driving forces 
behind new geographies of retailing

Landlords

An examination of the motivations of the landlords for developing retailing within their 

sites highlighted the role of several political, economic and cultural factors in producing 

new retail geographies. As discussed in Chapter Three, one of the most dramatic sources 

of change in the retail landscape was corporate restructuring. The privatisation, 

commercialisation and increased regulation and competition within the core services of 

airports, railway stations, hospitals and service stations was shown to be a key factor 

responsible for a shift in the focus of these organisations from their core activity towards 

becoming broader ‘post-Fordist’ service providers. Privatisation/commercialisation of the 

airports, railways and hospitals and the increased competition witnessed on the forecourts 

had two main effects. First, it allowed the organisations greater financial freedom. 

Second, these changes affected the way in which the managers of these organisations 

viewed their role. A key outcome of these corporate changes was that the managers
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increasingly considered their role as being to generate income (often as a responsibility to 

shareholders), rather than to provide the core service of the organisation. Thus, the 

increased commercialisation and commercial awareness of the managers of these 

organisations has proved to be a key element forcing them to seek alternative profit 

centres outside their traditional sphere of operations.

Political changes (such as the pursuit of a policy of privatisation) and economic 

pressures (resulting from regulation or competition) have changed the culture of the 

organisations studied in this thesis. The move to a more commercial culture, whereby 

managers considered alternative revenue streams, not just their core operations, has 

created the conditions in which retailing is developed.

The retail landscape in the UK has altered radically in the last thirty years, and retailing 

has developed in many new places away from the traditional high street. Chapter Four 

illustrated that there were several factors influencing the retailers' in their development in 

airports, railway stations, hospitals and service stations. Retailers have experienced 

changes in the planning environment, changing retailer-landlord relations, and changing 

market conditions, which have presented new pressures and opportunities to develop in 

these non-traditional retail locations.

Government policies to restrict out-of-town development outlined in PPG6 and 

PPG 13 present retailers with a signiOcant problem when considering their retail 

development strategies. These policies were shown to provide signiHcant incentives for 

the retailers to develop out-of-town in the short term (as permission for out-of-town 

development is becoming increasingly rare). However, the policy changes are already 

forcing retailers to reconsider the town centre locations many had previously vacated. 

Within this policy framework retailers see the potential of the sites studied in this thesis as 
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one way of continuing to develop in off-centre locations, as by and large, these sites fall 

outside of, or are actively promoted by, PPG6 and 13. As such, these non-traditional 

locations represent a spatial fix for those retailers wishing to develop away from the 

traditional high street location.

It was also demonstrated that the major driving force behind the retail 

developments witnessed within airports, railway stations, hospitals and service stations 

actually came from the landlords. In the initial phase of development it was the landlords 

of these locations that drove much of the retail development in their sites by approaching 

individual retailers, rather than the retailers recognising these locations as an opportunity 

for development. Furthermore, research demonstrated that the traditional relationships 

between retailers and their landlords have been supplanted by a far more co-operative 

approach based around parmerships. These retailer-landlord partnerships have an 

economic element which distinguishes these locations from more traditional retail 

locations and traditional retailer-landlord relations, By basing the rent on turnover, rather 

than fixed rents, the landlords have created a very different retail environment and this 

partnership approach to retailer-landlord relations may well herald the future of the retail 

industry at large.

Retail operations in these non-traditional locations, particularly in the airports, 

railway stations and service stations, were considered to offer the retailers several other 

benefits over the traditional high street. The use of these locations is a significant way in 

which retailers' brands can be projected to their target audiences, whilst also exploring 

the potential for profit in these locations. Furthermore, these locations represent a route 

by which national and international expansion strategies could be pursued. Such 

internationalisation strategies can be considered as part of the increasing globalisation of 

the retail industry. Retailers have been looking to expand on an international scale, rather 

than remaining conFned to national boundaries, and several retailers have been attracted 

to the airports to pursue this corporate goal.
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Chapter Four demonstrated that the landlords’ and retailers’ actions were also governed 

by changing consumer demand. Changes in the consumers and their demands were 

examined in Chapter Five where it was demonstrated that a series of socio-cultural 

changes underlie the development of retailing in airports, railway stations, hospitals and 

service stations. The increased heterogeneity of consumer markets in the 1980s and 

1990s, and changing consumer preferences for both the temporal and spatial provision of 

retailing, were shown to be related to broader changes in UK society. An increase in the 

level of female participation in the work force has resulted in women having more money 

to spend but less time in which to spend it, especially when in many cases they continue 

to carry the 'double burden' of domestic labour. Similarly, it was argued that most 

sections of the work force are experiencing increasing time pressures, and it was 

demonstrated that a significant and growing section of society are operating in a 24-hour 

society. This ‘time-squeeze’ experienced by consumers has a major impact upon the retail 

landscape. Time-poor, asset-rich, consumers are increasingly experiencing constraints on 

their consumption activities and the development of retailing in spatially convenient 

locations with longer (more convenient) opening times is an example of how the retail 

landscape is changing to meet these demands.

It was argued that changes in UK society have led to the emergence of a new 

consumer group, the 'Transumer', who the retailers must acknowledge as Surely as they 

have acknowledged the development of youth markets and grey spending power. The 

development of this consumer shopping 'on the go" is responsible for the development of 

retailing in the locations studied here because without the consumer there would be no 

consumption. Thus, it is argued that socio-cultural changes are truly significant in the 

development of new geographies of retailing, as the retailers have responded to changing 

patterns of demand. The pioneering of new retail landscapes is thus a response to the
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changing market, as well as a result of the economic and political forces impacting upon 

the retailers and landlords.

Landlords, Retailers and Consumers: An inclusive retail 
geography

In the past retail geographers have adopted a variety of approaches in their attempts to 

study the changing retail landscape. The emergence of a 'new' retail geography which 

acknowledges economic, political, social and cultural factors is broadening contemporary 

understanding. Throughout this thesis it has been argued that an understanding of the 

motives of landlords, retailers, and consumers are all necessary to gain a real appreciation 

of the changes in the retail landscapes in airports, railway stations, hospitals and service 

stations. Without this inclusive approach it is argued that an Understanding of the 

developments in these locations would be partial.

Chapter Six demonstrated that elements of landlord, retailer and consumer 

motives shape the retail landscape in these sites. Prior to the 'commercialisation'/ 

privatisation of the organisations studied in this research, the focus of operations was 

fundamentally aimed at the provision of the 'core' service. During this time it was 

demonstrated that the customers/users of these facilities were not regarded as consumers 

of anything other than the core service. However, following the commercialisation of 

these organisations, the companies' gaze increasingly turned to their customers and the 

wider commercial opportunities they represented. The subsequent development of a 

customer focus in these locations has had two consequences. First, the quality of 

customer services are improved as the retailers and landlords recognise and respond to 

changes in the market and changing customer demand. Second, by becoming more 

customer focused and improving the customer experience, the landlords and retailers 

have transformed their sites from places designed around the operation of their core 

function to locations focused on customer service. The consequence of this commercial
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awareness and customer focus has been the integration of retail activities as a core 

element of the sites, and commercial revenue has increased correspondingly.

The integration of retailing activities into these locations through design and the 

use of branded specialist retailers is a clear demonstration of the integration of economic 

and cultural elements in the creation of new retail geographies. This thesis thus posits that 

changes in the retail landscape are due to changing demand, competition and corporate 

environments, which are themselves shaped by the ever changing political, economic, 

social and cultural environment. It has been argued that each of these elements is part of a 

necessary relationship and that retail geographers who seek to understand changes in the 

retail landscape should not prioritise one above the other. As Marx (1973) argued when 

discussing the interconnections of production and consumption, the interconnections 

between landlords, retailers and consumers are complex and necessary. Without the 

landlords' desire for alternative profit centres, there would be no development of retailing 

in their sites as they would continue to concentrate on their core activities. Similarly, if 

the retailers saw no benefit from operating in these locations then they would not locate in 

such locations. Furthermore, even if both landlords and retailers considered the 

possibilities for retail development in these locations, a lack of consumer demand could 

prevent this, for there can be no consumption without consumers. In this way if any part 

of this three way relationship were not present, or only partial, then the resultant retail 

development would be either a failure, or as was the case in the past, relatively small 

scale (see Figure 7.1). Thus, it has been argued that it is impossible to understand the 

retail developments in airports, railway stations, hospitals and service stations without 

considering the political, economic, social and cultural influences on the landlords, 

retailers and consumers and their interconnections. Failure to do so will inevitably lead to 

an incomplete view of such changes in the retail environment.
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Figure 7.1: The necessary components for retail development in airports, 
railway stations, hospitals and service stations

Consumer demand.
Spatial/temporal

Landlord desire for Retailers desire for
alternative profit centres income/exposure

Future prospects

The inclusive approach utilised within this thesis, allied to the empirical evidence 

presented, has been an attempt to draw together economic, political, social and cultural 

perspectives in retail geography. In so doing, the research has highlighted how issues 

such as changing political regulation, commercial liberalisation and changing consumer 

demands have created a series of imperatives to which the landlords and retailers have 

responded. However, it is clear that these imperatives are not static and change is an ever 

present reality. Such constant change and evolution in the retail landscape mean that there 

will always be new retail geographies.

A signiOcant trend highlighted throughout this thesis is the development of 

retailing in many unlikely settings. There is a retail take-over occurring, from the 

locations studied in this research, to other diverse locations and sectors. The ferry 

operators and Eurotunnel are two further transport related locations, but the retail take­

over is not limited to this type of site. Sports stadia and leisure complexes (such as 

cinemas, bowling alleys and ice rinks) are recognising the commercial advantages of 

having some form of retailing in their sites. So too are museums, galleries, universities 

and schools. Such developments suggest that the locations in which retailing is 

encountered will continue to diversify in the future.

210



New Geographies of Retailing

With continued technological developments the future locational freedom of the 

retail encounter appears to be boundless. As consumer-retailer relations have shifted in 

favour of increasingly demanding consumers, so those consumers have more control 

over where and when they shop (as is evident in the examples studied in this thesis). The 

growing use of electronic retailing could see the locational freedom of retailing taken a 

step further as the balance of the retail encounter shifts from the shop to the consumer. 

Consumers will be increasingly able to order goods from their homes, or even whilst 'on 

the go' (at work, or on the train for example) using the computer network. As such, the 

geographical pattern of retailing could alter radically as goods may be delivered direct to 

the home, or to convenient locations such as railway stations or service stations. 

Ironically, the future may witness traditional transport companies such as BAA and the 

rail operators, becoming more retail oriented, whilst the retailers themselves focus more 

on transport and distribution.

The prospect of using convenient locations such as service stations for collecting 

goods (particularly bulky necessities such as groceries) came a step closer with the recent 

announcement that BP and Safeway are to invest fl 80 million in a national network of 

mini-supermarkets at service stations (Hollinger, 1998).This development highlights 

several of the key themes presented in this thesis, whilst also signalling the changing face 

of UK retailing. First, it is noted that consumers are increasingly demanding more 

convenient provision of retailing, and the move by Safeway is an attempt to take a share 

of what is currently a fast growing f 15.5 billion a year convenience market. Second, this 

development is taking place against a backdrop of a mature grocery retailing market, and 

as such, convenience retailing represents a growth area for the supermarket giants. And 

third, the move towards convenience retailing in petrol service stations is a result of 

falling profitability in fuel retailing, and the resultant desire to seek alternative profit 

centres. Moreover, in the context of electronic retailing there is a clear potential for 

interactive home shopping, with time-poor, asset-rich, consumers ordering their 

groceries at home or 'on the go'. Such goods could be collected from the supermarket-
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owned convenience store located at the local service station, which is open 24 hours a 

day, 365 days a year. This new retail geography may not be long in arriving, further 

illustrating the dynamic landscape of retailing in the UK.
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Appendix

Introduction

Two face to face consumer questionnaire surveys were carried out by the myself in the 
airports, railway stations, hospitals and service stations. Each consisted of a series of 
questions (listed below) asked to 479 interviewees. Interviewees were randomly selected 

over a period of days in each location. The questionnaires were conducted in situ as it 
was believed that people’s reasons for shopping would be more apparant to them as they 

were actually undertaking the activity.

Lifestyle Questionnaire

1) What hours do you normally work? O Standard "9-5" OFlexytime 
O Shift work O Don't work 
O Night shift work O Other

2) During your working week are 
shops O Always O Usually O Not usually O Never 
open when you want them to be?
3) Do you agree with this statement: “My time is scarce”? O Stongly agree O Disagree

O Agree O Strongly disagree

4) Why? DWork □ Family commitments □ Unemployed □ Retired □ Other

5) When do you normally shop? O Every day O Week days O Week end OOthei

6) Do you top up / convenience shop? O Daily 
O Regularly (once a week or more) 
O Occasionally (every two weeks or more) 
O Rarely (less than every two weeks) 
O Never

7) If yes when? □ Way to / from work D At work □ Lunch time D When not at work D Other

8) If yes where? □ Railway station D Supermarket D Petrol station D Other
□ Shops at work D Village store D Airport
D High street D Convenience chain (e.g. Spar) D Hospital

9) Why that location? □ Quick (no queues) 
D Close to home / work 
□ On way to / from work 
O Price
□ Going there for other purpose (combining activites) □ Other

O Opening times
Cl Range available
□ Availability of fast food
□ Brand of store

10) What have you bought? □ Fast food / snack food □ Cigarettes/ tobacco
□ Groceries
a Drink
n Confectionery

Cl Alcohol
□ Perfume
D Newspapers / books / music

D Clothing
n Chemists product
Cl Other
[] Nothing

11) Why have you bought it? D Run out
□ Hungry / thirsty

□ Impulse □ Other 
□ Pre-planned
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12) What household category do you fit? O Married O Pre-family O Empty nesters / no family 
O Single O Family O Post family / retired

13) Male/Female OMale O Female

14) Age O<15 0 20-24 0 35-44 0 55-64 
015-19 025-34 0 45-54 0 65+

15) Mode of transport to interview location O Combination OBus O Plane O Bicycle 
O Car O Train O Foot O Other

16) Time of interview OBeforellam 0 11-2 0 2-5 0 5-8

17) Day O Weekday (ex Friday) O Friday O Saturday O Sunday

18) Location O Airport B O Airport H O Petrol E ORailL ORailW O Hospital T 
O Airport G O Petrol A O Petrol Sc ORailM O Hospitals O Control

Lifestyle Questionnaire Results

1) What hours do you normally work?
Group Count %
Don’t work 16 3.34
Flexy time 111 23.2
Shift work 67 14.0
Standard "9-5" 285 59.5
Total 479

2) During your working week are shops open when you want them to be?
Group Count %
Always 13 2.71
Usually 80 16.7
Not usually 370 77.2
Never 16 3.34
Total 479

3)Do you agree with the statement “My time is scarce”?
Group Count %
Strongly agree 155 32.4
Agree 289 60.3
Disagree 26 5.43
Strongly disagree 9 1.88
Total 479
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4) Why?
Group Count %
Family commitments 226 47.18
Work 428 89.35
Retired/unemployed 9 1.87
Other no 22.9
NB. More than one category could be chosen.

Combinations of answers.
Group Count %
Family commitments 10 2.09
Work 175 36.5
Retired/unemployed 9 1.88
Other 26 5.43
Family commitments/work 175 36.53
Family commitments/other 6 1.25
Family commitments/work/other 35 7.51
Work/other 43 8.98
Total 479

5) When do you normally shop?
Group Count %
Everyday 6 1.25
Weekdays 113 23.6
Weekend 359 74.9
Other 1 0.209
Total 479

6) Do you convenience shop?
Group Count %
Daily 55 1.5
Regularly (once a week or more) 233 48.6
Occasionally (every 2 weeks or more) 139 29
Rarely (less than every two weeks) 50 10.4
Never 2 0.418
Total 479

7) If you convenience shop, when?
Group Count %
At work 96 20.04
Lunch time 45 9.39
When not at work 329 68.68
Way to/from work 288 66.12
Other 19 3.97
NB. Respondents could give more than one answer.
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8) If you convenience shop, where?
Group Count %
Railway station 63 13.15
Shops at work 12 2.5
Supermarket 33 6.89
High street 14 2.92
Local/village store 134 27.97
Convenience chain (e.g. Spar) 134 27.97
Petrol station 230 48.01
Airport 0 0
Hospital 47 9.81
Other 6 1.25
NB. Respondents could give more than one answer.

9) Why that location? (Main reason)
Group Count %
Quick 10 2.09
Close to home/work 365 76.2
On way to/from work 71 14.82
Price 8 1.67
Opening hours 22 4.59
Other 3 0.63
Total 479

11) Why have you bought something here?
Group Count %
Hungry/thirsty 267 55.7
Impulse 24 5.01
Need/pre-planned 70 14.61
Other 155 32.36
NB. Respondents could give more than one answer.

13) Male/female.
Group Count %
Male 242 50.5
Female 237 49.5
Total 479

14) Age
Group Count %
20-24 80 16.7
25-34 129 26.9
35-44 123 25.7
45-54 112 23.4
55-64 26 5.43
65+ 9 1.88
Total 479
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15) Mode of transport to interview location.
Group Count %
Car 270 56.4
Combination 5 1.04
Foot 77 16.1
Train 127 26.5
Total 479

16) Time of interview
Group Count %
Before 11 am 103 21.5
11-2 136 28.4
2-5 140 29.2
5-8 98 20.5
8-11 2 0.42
Total 479

17) Day
Group Count %
Weekday (ex Friday) 379 79.1
Friday 46 9.60
Saturday 14 2.92
Sunday 40 8.35
Total 479

18) Location
Group Count %
Airport B 42 8.77
Airport G 36 7.52
Airport H 41 4.56
Control 40 8.35
Hospital S 30 6,26
Hospital T 50 10.4
Petrol A 40 8.35
Petrol E 39 8T4
Petrol SC 41 8.56
Rail L 40 8.35
RailM 40 8.35
RailW 40 8.35
Total 479
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Propensity to consume questionnaire

i) Do you expect shops like this in this location? OYes ONo O Don’t know

2) Do the shops sell what you expect? □ Exactly D More expensive D Less luxuries 
n More choice D Less expensive □ Not at all
□ Less choice D More luxuries D More or less

3) Is there anything here you didn’t expect? OYes ONo O Don’t know

4) If yes what? □ Food D Drink D Range D Particular store □ Other

5) Does price effect whether you shop here? O Yes its too expensive
O Yes its good value
O Yes I won't pay too much
O Yes its cheaper here than elsewhere 
O Yes I know they match the high street prices 
ONo

6) Is the retailing in this site well integrated into the location? O Very well integrated O Not well integrated 
O Well integrated O Very poorly integratet 
O Adequate

7) Do you consider this site to be a normal shopping place? O Yes ONo O Don’t know

8) Do you expect branded retailing in this site? OYes ONo O Don’t know

9) Do brands effect whether or not you shop in this location? OYes ONo O Don’t know

10) How do brands effect your shopping behaviour? □ Brands are too expensive
□ They give me confidence in the product
□ I know what I am getting
□ I only buy brands
□ They are better quality

11) Is the retailing on offer at this site different from others of its kind? ONo they are all the same
O Not much difference
O Yes there is some difference
O Yes there’s nothing else like it

12) How does time effect your consumption patterns in this site? □ If I'm in a rush/late I won’t shop here
□ I shop here if I’m in a rush/Iate
□ If there is a delay I will use the shops here
□ I always leave time to go round the shops 
□ If its late I’ll shop here because its open 
□ If there’s time to kill I will browse round 
OOther

13) Do you feel anxious or excited before your journey? O Anxious O Excited OBoth O Neither

14) What factors effect your shopping at this location?^ Location
□ Range
□ Brands
□ Products
ONeed
[] Desire

D Special offer D Mood
□ Price □ On holiday
□ Signage □ Previous experien
□ Design/layout □ Other
□ Time
□ Anxiety/excitement

15) What house hold category do you fit?

16) Male/Female OMale O Female

O Married O Pre-family O Empty nesters/no family 
O Single O Family O Post-family/retired

17)Age O<15 015-19 020-24 025-34 035-44 045-54 055-64 065+

18) Mode of transport to interview location O Combination O Bus O Plane O Bicycle
O Car O Train OFoot O Other

19) Time of interview O Before Ham 0 11-2 02-5 05-8
20) Day O Weekday (ex Friday) O Friday O Saturday O Sunday
21) Location O Airport B O Airport H O Petrol E O Rail L ORailW O Hospital T 

O Airport G O Petrol A O Petrol Sc ORailM O Hospitals
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Propensity to consume questionnaire results
1) Do you expect shops in this location?_____ _____________
Group Count %
Yes 332 69.3
No 146 30.5
Don’t know 1 0.21
Total 479

NB. Respondents could give more than one answer.

2) Do the shops sell what you expect?
Group Count %
Yes 6 1.3
More choice 351 73.3
More luxuries 36 7.5
More expensive 14 2.9
More or less 128 26.7
No 1 0.2

NB. Respondents could give more than one answer.

3) Is there anything here you didn’t expect?
Group Count %
Yes 417 87.1
No 61 12.7
Don’t know 1 0.2
Total 479

4) What didn’t you expect?
Group Count %
Range 319 66.6
Food 87 18.2
Drink 1 0.2
Particular store 222 46.3
Other 75 15.7

5) Does price affect whether you shop here? ______
Group Count %
No 67 14.0
I won’t pay too much 361 75.4
It’s good value 28 5.8
It’s too expensive 23 4.8
Total 479

6) Is the retailing well integrated into this location?
Group Count %
Very well integrated 121 25.3
Well integrated 210 43.8
Adequate 101 21.1
Not well integrated 38 7.93
Very poorly integrated 9 1.88
Total 479
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7) Do you consider this site to be a normal shopping place?
Group Count %
Yes 138 28.8
No,' 340 7H0
Don’t know 1 0.2
Total 479

8) Do you expect branded retailing in this site?
Group Count %
Yes 314 65.5
No 164 34.2
Don’t know 1 0.2
Total 479

9) Do brands affect whether you shop in this location?
Group Count %
Yes 434 90.6
No 39 8.14
Don’t know 6 1.25
Total 479

10) How do brands affect you s topping behaviour in these locations?

NB. Respondents could give more than one answer.

Group Count Percentage
Brands are too expensive 34 9;0
They give me confidence in the product 382 79.7
I know what I am getting 306 63.9
I only buy brands 10 2.0
They are better quality 137 28.6

11) Is retailing in this site different to others of its kind?
Group Count %
No all the same 13 2.7
Not much difference 72 15.0
Yes there is some difference 248 51.8
There’s nothing else like it 146 30.5
Total 479

12) How does time affect your consumption patterns in this site? (First choice)
Group Count %
Always leave time to shop 21 4.4
Shop here if in a rush 87 18.2
Don’t shop here if in a rush 35 7.3
If it’s late shop here "cos it’s open 75 15.6
If there’s a delay I will shop 102 21.3
If there’s time to kill I will shop 77 16.1
Other 80 16.7
Total 479
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13) Do you feel exited or anxious before your oumey?
Group Count %
Anxious 42 8.77
Excited 28 5.85
Both 39 814
Neither 370 77.2
Total 479

14) What factors affect you shopping when you are inside this location? (First choice)
Group Count %
Anxiety/excitement 14 2.9
Brands 24 5.0
Location of goods/stores 70 14.6
Needs 51 10.6
Previous experience 17 3.5
Price 36 7.5
Range of goods/stores 59 12.3
Time 175 36.5
Other 33 6.9
Total 479

16) Male/female.
Group Count %
Male 235 49.1
Female 244 50.9
Total 479

17) Age
Group Count %
20-24 114 23.4
25-34 112 23.4
35-44 108 22.5
45-54 109 22.8
55-64 23 4.80
65+ 13 2.71
Total 479

18) Mode of transport to interview location.
Group Count %
Car 295 61.6
Combination 26 5.43
Foot 42 8.77
Train 104 21.7
Bus 3 0.63
Other 9 1.88
Total 479
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19) Time of interview
Group Count %
Before 11am 65 13.6
11-2 202 42.2
2-5 154 32.2
5-8 58 12.1
Total 479

20) Day
Group Count %
Weekday (ex Friday) 394 82.3
Friday 1 0.209
Saturday 44 9T9
Sunday 40 8.35
Total 479

21) Location
Group Count %
Airport B 43 8.98
Airport G 42 8.77
Airport H 41 8.56
Hospital S 50 10.4
Hospital T 47 9.81
Petrol A 42 8.77
Petrol E 45 9.39
Petrol SC 41 8.56
RadL 43 8.98
RailM 44 9T9
RailW 41 8.56
Total 479
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